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| Rough Proofs 


Radio’s giveaway shows have 
apparently been left in the shade 
by the unparalleled generosity of 
food advertisers in the distribution 
of free grocery coupons. 

aes 

Gladys the beautiful reception- 
ist says Santa Claus is going to 
have trouble this year satisfying 
the kids who have been listening 
to the long lists of wonderful prizes 
offered by so many advertisers. 

see 

Everybody would like to sign a 
daily newspaper column, but so far 
only General Mills’ Betty Crocker 
has been willing to pay the Chi- 
cago Tribune $140,000 a year for 
the privilege. 

asee 
DEPARTMENT OF UNDERSTATEMENT 

From newspaper ad of LaSalle 
National Bank, Chicago: 

“We don’t believe in personal 
borrowing unless it’s necessary.” 

gee 

Most bankers believe commer- 
cial borrowing, even when un- 
necessary, is a good thing, if only 
to avoid confronting the vice- 
president with the glass eye when 
the customer really needs the 
dough. 

ae 


“Something wonderful happens,” 
asserts the Coast apparel industry, 
“when you wear clothes from 
California.” 

You mean people start asking 
for autographs? 

see 

“Time is your greatest treasure,” 
the ad says, and it isn’t signed by 
one of Harry Luce’s boys, but by 
the Faithorn Corporation. 

a ee8 

One of the less happy results 
of the recent election is that Dr. 
George Gallup is now referred to 
frequently in the public prints as 
plain Mister Gallup. 

gee 

“Patman to give sounding board 
to FTC friends,” says a headline 
in the world’s greatest advertising 
journal. 

“Sounding board” is the accepted 
political synonym for “propaganda 
machine.” 

agen 

“Have you heard the news?” 
asks Elizabeth Arden. “You can 
lose pounds wherever you choose.” 

Rough Proofs’ research depart- 
ment says the most popular places 
ere Miami Beach and Palm 
Springs. 

gee 

A book that should head the 
best seller lists for years to come 
3 the latest opus of J. K. Lasser 
and Sylvia Porter, “How to Live 
Vithin Your Income.” 

aes 


RCA Victor’s Berkshire tele- 


vision set, the Fortune ad says, is 


‘for those distinguished few who 
nsist upon perfection.” 

In themselves, or only in their 
.ossessions? 

gee 

Come to think of it, just who is 
jualified at the moment to look at 
iny television set and say with 
inality, “This is perfect”? 

Cory Cus 


‘Crazy’ Comptometer 
Ads Hit the Jackpot 


Whimsy, Humor and No 
Pictures of Machine 
Pay Off in Readership 


By S. R. BERNSTEIN 


Cuicaco—Does it pay to be crazy 
—in advertising? 

Felt & Tarrant Mfg. Co. (Comp- 
tometer to you) believes that it 
does, and has a strong suspicion 
that it can prove it. 

Comptometer advertising has 
been “crazy” in an extremely foxy 
sort of way, for almost ten years 
now. And-everyone, from Presi- 
dent R. J. Koch to Advertising 
Manager R. F. Drake to the newest 
salesman out on the firing line, 
likes this sort of “craziness” so 
well that Comptometer advertising 
will continue to plunge heavily into 
whimsy just as long as whimsy is 
still available—which will prob- 
ably be forever. 

Felt & Tarrant is an old com- 
pany. It got started in 1886, and 
it has been advertising its single 
product—the Comptometer—for 
more years than most people care 
to remember. For many years, J. 
Walter Thompson Co. placed the 
account; since 1931, it has been N. 
W. Ayer & Son. And for a couple 
of decades or so, its advertising 
was conventional calculating ma- 
chine advertising: testimonial-in- 
stallation advertising, which ex- 
pounded with eager earnestness on 
the virtues of the product and 
showed how Company A or Corp- 
oration B had cut costs and 
speeded up activities with the aid 
of its machine. 


sw It broke with conventional ad- 
vertising methods in 1939—and for 
a rather significant reason. Client 
Koch, on Ayer’s promotional mail- 
ing list, one day received a reprint 
of an ad that Ayer had prepared 
for Ayer. It didn’t look much or 
talk much like the ads Ayer was 
preparing for Comptometer. So Mr. 
Koch called Ayer v.p. William B. 
Clark, in charge of service in the 
Chicago office, and asked him: 

“Why can’t we have advertising 
like this instead of the stuff we’re 
running that nobody is interested 
in?” 

Mr. Clark made a few cautious 
remarks, suggesting that about the 
only reason was the fact that the 

(Continued on Page 70) 
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‘Human Angle’ Is 
Foremost, Bank 


Executives Told 


PR Counsel Needed, 
Lindquist Declares; 
Crawford Heads FPRA 


Ho.titywoop, Fia.—The modern 
banker realizes that “the human 
angle” must be considered in 
everything banks do, Robert Lind- 
quist, retiring president of the Fi- 
nancial Public Relations Associ- 
ation, told the group at its 33rd 
annual convention here last week. 

Bankers, he said, have come to 
the realization that “public rela- 
tions is not just advertising and 
publicity. It is not just something 
to be delegated to a subordinate. 
The counsel of an executive skilled 
in human relations is as much 
needed as the judgment of the 
loaning, investment and operating 
officers in running their banks. 

“All banks are reviewing their 
employe policies from the human 
angle, and taking whatever steps 
are necessary to make bank jobs 
attractive again to youngsters com- 
ing out of schools and colleges.” 


a Mr. Lindquist, vice-president of 
the LaSalle National Bank, Chi- 
cago, keynoted the convention 
theme, “The Human Touch in 
Banks,” at the opening general 
session of the five-day meeting. He 
stressed the power of advertising as 
a builder of public acceptance and 
good will, and added that there has 
been “too much coyness and false 
modesty on the part of many bank- 
(Continued on Page 65) 


THE WORLD'S FINEST DRIVING LIGHT 


FOR CHRISTMAS SALES—Appleton Elec- 

tric Co., Chicago, broke a Christmas spot- 

light sales campaign last week with this 

two-color page in The Saturday Evening 

Post, to be followed by copy in other 

media. Aubrey, Moore & Wallace is the 
agency. 


Gallup, Roper, 


Crossley Feel No 
Pain from Polls 


New Yorx—All kidding aside, 
the Gallup, Roper and Crossley 
organizations see a happy 1949. 

Whatever the results of Nov. 2 
will eventually mean to market 
and public opinion research, they 
apparently have had little result 
on the business of the three major 
political pollsters. 

Elmo Roper, who told AA a few 
days after the election that four of 
his 11 major clients had contacted 
him to tell him they still had con- 
fidence in him, told "AA last week 
that all 11 have now reaffirmed 
their belief in him and his methods. 

He said that, so far as business 
and industrial clients are con- 
cerned, “our volume won't be off” 
next year. He noted that media 
research—reminding AA that this 
affected his company less than 
some others—might be slowed 

(Continued on Page 68) 


Last Minute News Flashes 


‘American Legion’ Gets 10% Return on Coupon Ad 


New YorK—More than 10% of the entire 3,000,000 circulation of 
American Legion Magazine—or exactly 358,061—sent in coupons from 
a one-time spread in the September issue. Placed by J. J. Seagram Post 
No. 1,283, here, through Warwick & Legler, it offered four 1949 Ford 
convertibles and one Crosley-American all-electric kitchen with built- 
in television, to be drawn at the Legion convention in Miami in Octo- 
ber. Of the total, 237,567 came from men, 120,494 from women. All 
had to be members of the Legion, the Legion Auxiliary or their families. 


Jelke Salad Dressings Account to Tatham-Laird 


Cuicaco—Advertising of mayonnaise, whipped dressing, 
dressing and sandwich spread sold under the Good Luck brand has | 
been placed with Tatham-Laird, Inc., Chicago, effective Jan. 1, by | 


French 


John F. Jelke Co., Lever Brothers subsidiary. Advertising of margarine 
remains with the Chicago office of Young & Rubicam. Acquisition of 


the Jelke salad dressing products by Tatham-Laird follows by only a| 
week appointment of the agency for the range and refrigerator line | 


of Admiral Corp. (See Page 18.) 


Chap-Ans Gets Three-City Newspaper Test 

LyNncHBuRG, Va.—Chap-Stick Co. is testing Chap-Ans, a hand cream and even these should be done 
for men, in newspapers in Grand Rapids, Minneapolis and Cleveland, | away with in favor of economy in 
offering a free sample on a coupon return basis. The company also | government. 


continues to advertise in Collier’s, Life, The Saturday Evening Post. | 


NAM Debates Tax 
on Manufactures 


to No Decision 


Economists, Business 
Chiefs Wrangle Over 
Spreading Fiscal Base 


New YorK—Would a general 
manufacturers’ excise tax be a 
feasible solution to federal income 
problems, and will it relieve the 
heavy burden of personal and cor- 
porate income tax? 

What may be a major force in 
the future marketing picture got 
a thorough going-over before the 
National Association of Manu- 
facturers’ Congress of Industry 
here last week. 

As moderator of the meeting, 
Don G. Mitchell, president, Syl- 
vania Electric Products, warned, 
“If the public interest would be 
served by a general federal excise 
tax, we can’t expect the public to 
discover the fact without aid. Such 
a tax, if it is ever to be enacted in 
this nation, must be sold, and the 
selling must be spearheaded by 
business groups.” 


s In favor of the tax, Lothair 
Teetor, chairman, Perfect Circle 
Corp., argued that the excise 
offers one way out of “further 
tax encroachments on capital for- 
mation.” Mr. Teetor figures that 
an excise tax of 8%, levied on all 
products except food, tobacco and 
alcoholic beverages, would yield 
$7 billion—replacing the present 
“hit or miss excise levies.” He 
argued that it is paid by everyone 
in direct relation to the value of 
manufactured goods _ purchased, 
and that it does not invade the 
field of retail sales taxes—“a 
source of revenue which should be 
reserved for the states.” 

In opposition, Arthur R. Kaiser, 
manager of Sears, Roebuck & 
Co.’s tax division, said: (1) There 
is no need for new taxes; (2) the 
burden of taxation of this nature 
would fall “sharply on the lower 
income group—those who are least 
able to bear the tax burden;” 
(3) it duplicates the sales tax, and 
already 31 states and numerous 
cities have sales taxes; (4) it 
would be a hidden tax and “the 
basic principles of a good tax 
system require that the citizen 
should be aware of the taxes he is 
paying”; (5) excise taxes should 
be reserved for luxuries; (6) the 
tax will be pyramided as it passes 
from manufacturer to distributor 
to wholesaler to retailer; (7) the 
theory that excise taxes will re- 
duce sales is unsound (he pointed 
out that excise taxes on liquors 
run 40-50% of retail price, yet 
the third quarter of 1948 was 
larger in sales of liquor than the 
preceding quarter and the same 
quarter in 1947); and (8) he thinks 
selective excise taxes are better, 


True and other magazines (AA, Aug. 30). Lawrence C. Gumbinner Ad- g A similar argument was ad- 
vertising Agency, New York, is the agency. 


(Additional News Flashes on Page 69) 


vanced by Dr. Lowell C. Harriss, 
(Continued on Page 65) 
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National Biscuit 
Invests $1,200,000 


in Time on Mutual 


New York—“The Straight Ar- 
row,” an adventure series which 
National Biscuit Co. has tested on 
the Mutual-Don Lee Network for 
the past year, will be heard over 
the full Mutual network three 
times weekly starting Feb. 1. 

The company is buying two day- 
time half-hours and one night- 
time half-hour to plug Nabisco 
shredded wheat. This means ap- 
proximately $1,200,000 in gross 
billing for MBS. McCann-Erickson 
is the agency. Time for the broad- 


“PHOTOSTATS IN COLOR” 


From colored layouts, proofs, paintings —or 
Kedachromes. For presentations, displays, 
etc. We call them RABBIT Prints. They're 
cheap, they're fast, they multiply (10 dupli- 
cates minimum). 16” x 20” largest. 


THOMAS 8. NOBLE ASSOCIATES 
302 E. 45th St., N.Y.C. 17 LExington 2-4947 


casts is being cleared now. 

George Oliva, advertising mana- 
ger for National Biscuit, said the 
shows—each of which will be a 
separate story—were spotted day 
and night to be sure of getting 
both adult and juvenile audience. 

The company’s only other net- 
work show is a daily 15-minute 
session featuring Arthur Godfrey 
on CBS. 

Milkbone dog food is _ being 
tested for television with one-min- 
ute film announcements on WABD, 
New York. The company’s imme- 
diate future plans for the medium 
probably will be based on the out- 
come of the test. 


C. R. T. Publishing Moves 


C. R. T. Publishing Enterprises, 
Inc., publisher, publishing broker 
and consultant, has moved its 
offices from 444 Madison Ave. to 
270 Park Ave., New York 17. 


Joins ‘Autonews’ 

Al Michaelian has joined the 
advertising sales staff of Autonews, 
Los Angeles. ° 


Davis Commends 


Research, Base 
of Market Plan 


New York—Satisfactory per- 
formance of marketing fundamen- 
tals requires sound knowledge of 
the facts involved, and this means 
adequate research, G. B. H. Davis, 
of the marketing research and co- 
ordination division of Esso Stand- 
ard Oil Co., told the New York 
chapter of the American Mar- 
keting Association last week. 

“What any management gets out 
of any form of research depends 
first and foremost on whether it 
feels it knows everything or wants 
to know. everything,” Mr. Davis 
continued. - 

“Men who have won their spurs 
in sales management are likely 


to be pretty strong-minded indi- 


PRESIDENT 


His face always lights up when they tell 
how The Des Moines Sunday Register Covers lowa 


No wonder . . . these are illuminating facts— 
1. The Des Moines Sunday Register covers 7 out of 10 lowa 


homes. 


2. It completely dominates (over 50% coverage) 83 of 
lowa’s 99 counties—covers at least 25% of the others. 
3. It circulates 500,000—only nine other cities have papers 

that big. (The Des Moines Sunday Register Ranks 8th in 


General! Linage.) 


4, It reaches an wrban market that outspends Boston, San 
Francisco, St. Louis, Cleveland—plus the biggest farm 


market in the U. S. 


5. It wraps up 70% of Iowa’s buying families—all in one 
package—and delivers them to you for a milline rate 


of $1.70! 


You'll glow, too, when you see the results you get in The 
Des Moines Sunday Register! 


THE DES MOINES REGISTER anv [RIBUNE 


ABC Circulation March 31, 1948: 
Deily, 368,703—Sunday, 500,437 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


Advertising Age, December 6, 1943 
BE  * \. 


APPROVE NEW CAMPAIGN—Edmund H. Rogers (right), senior partner in Gray & 

Rogers, Philadelphia, outlines the new campaign for Sunshine beer at a recent 

sales and advertising meeting held in Reading, Pa. by Barbey’s, Inc., brewer cf 

Sunshine. Sunshine officials looking on are (left to right): Howard B. Snade;, 

secretary-treasurer; Arthur C. Melick, sales and advertising manager, and Charles 
F. Potteiger, general manager. 


viduals,” he observed. “They have 
accumulated a lot of experience, 
and the passing years often in- 
crease .their reverence for that 
experience. There is a very under- 
standable and human tendency to 
accept what squares with one’s 
own past experience and reject 
that which looks inconsistent to it. 
Thus, there is a tendency to ex- 
pect from research only a verifica- 
tion of what is believed to be 
known. Yet the only way research 
can be of real value to manage- 
ment is by depicting changes as 
they will occur.” 


w Discussing industrial selling, 
Mr. Davis emphasized that the 
point of decision in industrial 
selling is located in no particular 
office. “I have seen the results of 
several studies,” he said, “and have 
concluded that in most instances 
it is the result of the exchange of 
ideas between a relatively large 
number of people in the plant run- 
ning all the way from the pres- 
ident down through a series of 
executives and engineers to the 
plant foremen and in a number of 
cases to the workmen themselves.” 

“This is the range of personnel 
that advertising and sales effort 
must reach. Often the salesmen 
have difficulty getting beyond the 
purchasing agent. To get the tech- 
nical facts and _ possibilities... 
other means must be employed. 
Advertising in industrial maga- 
zines is one very important method. 
We probably need to know better 
just what segment of the influen- 
tial people in the company such 
advertising reaches.” 

Esso Standard Oil Co., he pointed 
out, cannot use advertising on a 
national scale as it would like to, 
primarily because of limitations on 
Standard Oil and Esso’s direct 
marketing area of the 18 eastern 
states. He said the company had 
found that “technical and semi- 
technical house publications give 
us the best opportunity of telling 
our story to those people that our 
salesmen cannot contact directly.” 


ws Distribution costs, he noted, 
“badly need study and improve- 
ment. In many cases the cost of 
getting the finished product from 
the factory to the consumer is 
far greater than all the operations 
involved in obtaining the original 
raw material and converting it 
into a finished product... Re- 
search on distribution is largely 
an internal study. We must look 


at our own operations... Internal 
or efficiency research is often 
not appreciated by the people 
concerned but it is the only way 
to continually improve the opera- 
tions.” 

Esso’s problem, he said, is that 
“15% of the products account for 
85% of the business and the re- 
maining 85% of the products only 
supply 15% of the business. This 
is a particularly difficult problem 
where many products have very 
special uses and prices are ex- 
tremely competitive.” In the for- 
eign field, however, Esso was able 
to cut its line from 985 products 
to 164. 

The main point in industrial 
marketing, in Mr. Davis’ view, 
is that “the market is composed 
of a finite number of customers 
in a given field and therefore too 
great reliance cannot be placed 
on the statistical approach but 
rather the more individual ap- 
proach must be used.” 


AMA Takes Mail Vote 
on Sustaining Members 

The American Marketing Asso- 
ciation is balloting by mail on 
proposed changes in its constitution 
and by-laws, to become effective 
Jan. 1, 1949, which would provide 
for a new class of membership, a 
sustaining member, with dues ol 
$100 per year. 

Objective of the change, as ex- 
plained in the ballot, is to devel- 
op new sources of revenue which 
would enable the association to 
acquire a permanent headquarters 
organization and an_e executive 
director. The association, which 
has about 3,000 members and a 
wide range of activities, has here- 
tofore operated on an entirely 
voluntary basis, with a minimum 
of permanent help. 


Thayer Joins SSC&B 

Tiffany Thayer, a copywriter 
for the past 11 years with J. Wal- 
ter Thompson Co., New York, has 
joined the creative staff of Sulli- 
van, Stauffer, Colwell & Bayles, 
New York. 


Wilson Joins WGN 


Charles A. Wilson, formerly as- 
sistant to the promotion manager 
of Dancer-Fitzgerald-Sample, has 
joined the sales promotion staff 
of Station WGN, Chicago. 


Parkin Agency Moves Oftices 

Edwin Parkin Advertising, re- 
cently formed advertising agency, 
has moved to new and larger 
offices at 100 W. 42nd St., New 
York. 


Basic Member American Newspaper Advertising Network 


Tell us about your ~ 
offer and we will 
recommend suit- © 
able lists, 
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oven the desks of buyers and spect ters 
every | day of the year 


Manufacturers’ product information, whether presented through per- 
sonal contact or by printed media, can do a 100% selling job only 
when it is available at the time the buyer or specifier is actively en- 
gaged in preparing the order or specification. 


PLUMEING 
HEATING 


Through its select coverage of leading wholesalers, jobbers, con- 
eas sulting and specifying engineers, architects, contractors, dealers and 
industrials, DOMESTIC ENGINEERING CATALOG DIRECTORY keeps 


catalog material daily at the desk of these key men responsible for 


¥ 
 bepecaeeiaal 


volume purchasing and specifying of products and equipment classi- 
fied at the right. Product information is always at their fingertips .. . 
ready for immediate reference at the precise moment an order or 
specification is being written. 

For additional details on Annual and Supplement Editions, write 


direct or consult your advertising agency. 
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Heating 

Plumbing 

Air Conditioning 

Insulation 

Water Systems 

Gas Appliances 

Refrigerators 

Kitchens and Cabinets 

Domestic Laundry 
Equipment 

Fans, Blowers 

Stokers 

Oil Burners 

Frozen Food Cabinets 

Electric Appliances 

Specialties 


Accessories 


... Consult Your Advertising Agency 


Domestic ENcINEERING 
Cartatoc D IRECTORY 


| 801 PRAIRIE AVENUE 
CHICAGO 16, ILLINOIS 
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Yale & Towne 
Yanks Tip-Toe, 
Class Line Iron 


New York—Yale & Towne Mfg. 
Co. last week announced it had sus- 
pended the manufacture of its 
Tip-Toe iron. 

The iron, test-marketed in April, 
1947, and introduced nationally in 
June of that year, retailed for 
$17.65. 

The iron was produced in Y&T’s 
Buffalo plant, which the company 


said would continue to produce'| 
electric heating units. The decision | 


to suspend the iron will not affect 
the nine other divisions of the 
company, Y&T said. 

Insiders guessed that Y&T had 
planned its traffic appliance di- 
vision (of which the iron was the 
first product, with two others on 
the boards) to meet an anticipated 
stump in industrial production -in 
the postwar period. That slump 
failed to materialize, and the an- 
nouncement noted that Y&T~ had 
built two new plants this year, 
and that for the first nine months 
of 1948, sales of the company’s 
“regular products” were 11% 
ahead of the same period of 1947. 

Some observers feel that the 
decision highlights the growing 
buyer’s market in appliances. 
Electrical Merchandising reports 
that 17 appliance manufacturers 


have suspended iron production 
this year. 

In traceable advertising, as re- 
corded by the Magazine Adver- 
tising Bureau, Y&T spent more 
than $147,000 in promoting Tip- 
Toe in 1947, through L. E. Mc- 
Givena & Co. 

The account was shifted last 
summer to Sullivan, Stauffer, Col- 
well & Bayles. An agency execu- 
tive told AA the account had been 
virtually “inactive” since its ac- 
quisition. 

Observers also pointed out that 
in the appliance field it is usually 
necessary for a manufacturer to 
have three or four products be- 
cause sales and advertising costs 
for a single product are too heavy. 

It was also pointed out that the 
big backlog of consumer demand 


for electric irons had been pretty 
well taken care of by the time 
the Tip-Toe reached, consumers. 


Elects Elbert Rhoads 


Elbert L. Rhoads, former assis- 
tant treasurer of Reynolds-Fitzger- 
ald, Inc., New York, newspaper 
representative, has been elected 
treasurer of the company. Law- 
rence J. McBride, formerly with 
Equity Corp., New York, has 
joined the New York staff of Rey- 
nolds-Fitzgerald. 


Brandt to Art Department 


Gloria Brandt, formerly with La- 
Roche & Ellis and Cullen Rapp Stu- 
dios, New York, has joined the 
sales and client relations staff of 
Art Department, Inc., New York, 
advertising artist and representa- 
tive. 


5 FN 
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RETAIL nes ge FAMILY INCOME ® 


MILLION 
Fer Year 


- 


selling job. 


inquiry. 


CHAMPION 
Sales Lifter! 


Yes, the powerful buying 
strength of Quad-Cities’ 200,000 
metropolitan population has 
boosted many a sales curve to 
championship heights! 


Here is a market that meets 
every requirement for economi- 
cal radio selling. It has the size 
... it has the income... it has 
WHBF to help regional and na- 
tional advertisers do a better 


Hooper shows that WHBF de- 
livers more daytime listeners in 
the QUAD-CITIES than any 
other station .. . a close second 
at night. WHBF can sell your 
product or service in this proven 
market, and we invite your 


Les Johnson, V. P. and Gen. Mgr. 
Affiliate of Rock Island Argus 


Hoary Keo. 


RADIO oy ha REPRESENTATIVE 


Advertising Age, December 6, 1: 4g 


McGraw-Hill Buys 
Gregg Publishing 


New Yorxk—The McGraw-b || 
Book Co. has purchased the Gre :g 
Publishing Co., one of the old¢ st 
and largest publishers of books « n 
shorthand, typewriting, bookkee - 
ing and other business educati: » 
subjects. 

The Gregg Co. will retain i s 
name and corporate identity a d 
will be operated as a subsidia y 
of the McGraw-Hill Book Co., a-- 
cording to James H. McGraw J.., 
chairman of the board of McGra\v,- 
Hill. 

Curtis G. Benjamin, president >f 
McGraw-Hill Book Co., will be 
president of the subsidiary com- 
pany. E. E. Booher, vice-president 
in charge of school book depart- 
ments at McGraw-Hill, will be 
executive vice-president, and Rob- 
ert E. Slaughter, manager of Mc- 
Graw-Hill’s business education de- 
partment, will be a vice-president. 
Other officers will be elected from 
the present senior officers of Gregg. 

Mrs. John Robert Gregg, who 
has been president of Gregg since 
the death of her husband last 
February, will serve as a director 
of the subsidiary company. Hubert 
A. Hager, a_ vice-president of 
Gregg, will also be a director. 

The purchase also includes the 
Gregg College, Chicago, and two 
wholly-owned British corporations, 
Gregg Publishing Co. of London 
Ltd. and Gregg Schools Ltd., 
London. 

Gregg shorthand was first intro- 
duced in this country in Boston 
in 1893 when John Robert Gregg, 
its inventor, began teaching smal! 
classes there. At the age of 15, 
Gregg developed his own short- 
hand system, which he completed 
four years later. 

A year later it was published 
under the title “Light-Line Pho- 
nography.” In 1895 Gregg estab- 
lished a small school in Chicago 
with a principal of $75. This school 
is now Gregg College. He estab- 
lished the Gregg Publishing Co. in 
1907. 

Gregg Publishing Co. will con- 
tinue with headquarters at 270 
Madison Ave. here. Branch offices 
are operated in Chicago, Boston, 
Toronto, Dallas and San Francisco. 


Hotel Names Zurovsky 


Miss Bayle Zurovsky, formerly 
with Chant, Inc., Minneapolis pub- 
licity firm, has been appointed ad- 
vertising and publicity director of 
Hotel Nicollet, Minneapolis, suc- 
ceeding Patricia Maloney Markun. 


To McCann-Erickson 


The Brewing Industry of Puerto 
Rico has appointed McCann-Erick- 
son, San Juan, to handle a cam- 
paign promoting the superiority o! 
bottles over cans as beer contain- 
ers. The campaign will run for ; 
minimum of six months. 


Shaw Agency Moves Oftices 

John W. Shaw Advertising, Inc. 
has moved its offices to 221 N 
LaSalle St., Chicago, where it oc- 
cupies the former quarters of 
Dancer-Fitzgerald-Sample on the 
34th and 35th floors. 


Waterhouse Joins WBRY 
Randolph Waterhouse has joinec 

the commercial department of Sta- 

tion WBRY, Waterbury, Conn. 
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A MAGATZTINE 


CALIFORNIAN 


1020 SOUTH MAIN STREET 
LOS ANGELES 15, CALIFORNIA 


October 27, 1948 


Mr. Virgil Pinkley, Editor & Publisher 
The Los Angeles Mirror 

The Mirror Bldg., 145 So. Spring 

Los Angeles 53, California 


Dear Mr. Pinkley: 


Congratulations on a splendid job and on the continu- 
ous and noticeable improvements in the press work and 
general appearance of The Mirror. 


ove -e @ FOR cot;torerut Peek # 


Quite aside from its intrinsic excellence, I personally 
welcome the appearance of The Mirror’in Los Angeles, because 
of the stimulus which it has injected into the entire job of 
community reporting. 


We who are devoted wholeheartedly to the progress of 


the California fashion industry, have 1 


tive, because, up until The Mirror came along, the four 
metropolitan dailies had been little impressed by the fact 
that sportswear manufacturing in Los Angeles is one of the 


four industries of the city, which leads the nation. 
had reports that already efforts to gain appropriate recog- 


nition have brought a new sense of cooperation from all of 
the community papers. 


The Mirror and nothing but The Mirror, has shaken the 


city's newspaners out of their lethargy. 


WJB:mlp 


Sincerely, 


Ba— A fear 


Wm. J. Bowen, 
Asst. Publisher 


out of their lethargy.” 


Thank you, Mr. Bowen, for expressing so well what so many people 


in Southern California are thinking. 


THE MIRROR - Los Angeles « Represented nationally by O’Mara & Ormsbee, Inc. 
New York + Chicago « Detroit + San Francisco 


felt a bit sensi- 


I have 


Fecatifornia Apparel News 


2 - Friday, Oct. 22,1948 © 


MIRROR — Well, when 
I got back (from vacation, 
that is), the first thing I did 
was to look into The Mirror. 
And what did I see? Not just 
one new newspaper for Los 


Angeles, but five! The Mir- Hime 
ror,.of course, was making 7 


its first appearance on the 
breakfast tables. But the 
best thing about it is that it 
woke up the four stodgy 


dailies that have half-way | 
served this community for 20 
years. Thus The Times (par- 
ent of The Mirror), The 


Daily News and Hearst’s ie 
Examiner and Herald had all Hii 


taken a look into The Mirror § 
too, and saw ugly reflections Hm 
of themselves. Forthwith they J 


jumped out of their 20-year- i 
old complacencies and started Bm 


covering a little news around 
the home-beat and naming 
things with the familiarity of 
a native instead of the vague, 
lethargic references that 
might be expected from a 
confused and _ ill-informed 
tourist. No longer, for in- 
stance, will Slapsie-Maxie’s 
be simply “a Wilshire Boule- 
vard night club.” Henceforth 
it will be “Slapsie Maxie’s” 
and everybody will know 
what they’re talking about. 
Bullock’s, of course, has al- 
ways been called Bullock’s, 
except in case of fire (you've 
noticed their full page ads). 
And of more particular por- 
tent, we’ll probably find that 
Cole of California will be re- 
ported in the news as Cole 
of California; and that the 
limit of two specific refer- 
ences per annum on _ the 


fashion pages will also bef é 
lifted. Thus, it’s not just Hae 


The Mirror that is new to 
L.A. All five papers are 
new. 
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Chicago Christmas 
Party to Show Off 
Talents of Admen 


Cuicaco—Chicago admen will 
turn to show business with a ven- 
geance when the Chicago Feder- 
ated Advertising Club gives its 
annual Christmas party for the 
benefit of the Off-the-Street Club, 


MARK "ANDY Announces careers 


PRINTED 
SCOTCH 
TAPE 


SENT 

FREE 
POINT-OF-SALES big new idea — Scotch Tape 
printed with your advertising sign... perforated 
between each message. BABY BILLBOARDS ready to 
teor off. Stick anywhere. No dispenser needed. Write 
Merk ‘Andy, inc. of St. Lovis 22, Missouri. 


pet loca] advertising charity, Dec. 
16. 

The huge show, which here- 
tofore has featured professional 
talent, will this year be staffed 
largely with active admen who 
have show-business talent. Jim 
Ameche will be master of cere- 
monies, but among the featured 
performers will be Holman Faust 
of Mitchell-Faust Advertising Co., 
a magician of note; Roy Soderling 
of Foote, Cone & Belding, runner- 
up in the lyric tenor division in 
the 1948 Chicagoland Music Festi- 
val; George Alexander of Van 
Cleef Bros., an expert at double 
talk; and a couple of barber shop 
quartets, including the Misfits, 
1945 international champs of the 
Society for the Preservation & En- 
couragement of Barber Shop Quar- 
tet Singing, of which Cy Perkins, 
Chicago representative of Petro- 
leum Engineer, is a member. 


s The party will be held at noon, 
Dec. 16, in the grand ballroom of 


the Stevens Hotel. Attendance will 


be limited to 1,500, and a sell-out 
is anticipated at $10 a person. The 
adclub hopes to net $7,500 for the 
Off-the-Street Club, which has 
been the beneficiary of adclub 
Christmas parties since 1901. 

Chairman of the event is Gor- 
don E. Taylor, Reincke, Meyer & 
Finn, with Dutch Feldon, O. A. 
Feldon & Associates, as co-chair- 
man, Others directing various com- 
mittees are D. J. Collins, execu- 
tive secretary of the adclub; 
Charles Miner Jr., McGraw-Hill; 
Norton Jonathan, Anderson-Mul- 
der Co.; H. W. Markward, Life; 
Herbert H. Beck, Hearst Advertis- 
ing Service; Harry M. Coleman, 
Harry Coleman & Co.; and Auguste 
Mathieu, director of the Off-the- 
Street Club. 


Tiedemann & Harris to RER 


Ruthrauff & Ryan, San Fran- 
cisco, bas been named to handle 
the advertising of Tiedemann & 
Harris, Inc., San Francisco meat 
packer recently purchased by Krey 


Packing Co., St. Louis. 


AC Spark Plug Case 
Reopened by FTC 


WASHINGTON—The Federal Trade 
Commission announced Tuesday 
that it was making a fresh start 
in its effort to prove that General 
Motors, and its wholly-owned sub- 
sidiary, AC Spark Plug Co., grant 
illegally advantageous prices to 
car makers, chains and other big 
buyers of spark plugs and ac- 
cessories. 

Pending since 1939, the com- 
mission’s Robinson-Patman Act 
case against AC spark plugs has 
been brought up to date in the 
light of changes which occurred 
while litigation was suspended to 
leave the company free to con- 
centrate on war work. 

The revised order charges that 
auto makers paid as little as 6¢ to 
15¢ for plugs while purchasers “for 
replacement” paid 20¢ to 40¢. De- 
claring the 6¢ price is less than 
cost, the complaint argues that 


purchasers of replacement plugs 


RS 


sawn sen sewee” 


Tely and complete trade information is 
the life blood of any active hardware busi- 
ness, whether wholesale or retail . . . 
hardware men know that they can depend 
on Hardware Age to bring them all the 
vital information — while it is still news. 
Only in Hardware Age can they get the 
news of their trade every two weeks. 
Only in Hardware Age can they find the 
many exclusive features that have become 


essential to them. 


Only in Hardware Age can hardware 
merchants find so complete an array of the 
product information and sales ideas pre- 


WARE © 


TUN 


—— 


100 EAST 42nd 


ee at 


_— Br! 


HaRDW 


A Chilton QQ Publication 


AZ —— 


and 


merchandise. 


sented in manufacturers’ advertisements. 

Manufacturers place 2-1/3 times as many 
ages in Hardware Age as in any other 

whos paper. The ad 

a veritable check list o 


pages are, infact, «~ 
live and active 


That’s why Hardware Age has the largest 
effective circulation .. . and the only wholly 
voluntary, prepaid circulation in the nation- 
al hardware trade paper field. That, too, 


is why advertisers assign 75% of all national 


ware Age. 
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hardware trade advertising dollars to Hard- 


They know it is dependable. 
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are required to bear the “inju -i- 
ous, unfair and oppressive burd: n” 
of paying a higher price to ca) ry 
the loss incurred on original equ p- 
ment sales. 

A similar complaint was }e- 
newed in July, 1947, against Cha: .- 
pion Spark Plug Co., Toledo, whi 
was accused of “below cost”’ selli ig 
for original installation in For: s. 
Hudsons, Studebakers, Packar js 
and other makes. In answer, 
Champion protested that the pra-- 
tices are representative of tie 
methods of distribution and szle 
generally prevailing in the auto 
parts industry. 

The commission’s complaint 
against AC also charges price dis- 
criminations among various types 
of customers who buy for resale. 
By and large favored customers 
include fleet owners, automotive 
distributors, oil companies, chain 
stores, mail order houses, bus lines, 
tire companies and auto truck, 
tractor and engine makers, FTC 
said. 

The complaint also says that AC 
Spark Plug Co. allowed 10% re- 
bates to certain distributors who 
guarantee credit for retail dealers, 
and that “an announced policy” 
requiring that distributors handle 
AC products exclusively is main- 
tained. 


Lever Names Elder 
to Newly-Created 


Vice-Presidency 


CAMBRIDGE, MaAss.—Robert F. 
Elder, vice-president in charge of 
consumer research of Lever Bro- 
thers Co., has been appointed to 
the newly-created position of 
vice-president in 
charge of affil- 
iated companies 
of Lever, effec- 
tive Dec. 15. 
Affiliated com- 
panies of Lever 


> are: Harriet 
” Hubbard Ayer, 
- Inc., New York; 

Pam John F. Jelke f 
Co., Chicago; 
— Pepsodent  divi- 
sion, Chicago, 


and the Philippine Refining Corp., 
New York. 

Formerly professor of market- 
ing at Massachusetts Institute of 
Technology, Mr. Elder joined 
Lever in 1937 as director of mar- 
ket research. In 1944 he was made 
assistant to the president and 
two years later was named vice- 
president in charge of consumer 
research. 

Charles Luckman, Lever presi- 
dent, in announcing the new ap- 
pointment said: “During the past 
two years Lever has acquired so 
many new companies and new 
products that it now becomes 
necessary to have one top execu- 
tive devote his entire time an‘ 
effort to these operations.” 


McCullagh Purchases 
‘Toronto Telegram’ 


George McCullagh, publisher o! 
the Toronto Globe & Mail, ha; 
purchased the Toronto Evenin/) 
Telegram from the John’ Ross 
Robertson estate for $3,610,00! 
The paper will be politically inde- 
pendent and will be publishe! 
from its present building. 

Mr. McCullagh stressed thit 
William.H. Wright, founder of the 
Globe & Mail, was in no way finar- 
cially associated with him in th? 
purchase of the Telegram, but 
still his partner as far as th? 
Globe & Mail is concerned. M. 
McCullagh assumed full contr«! 
of the Telegram on Dec. 1. 


Always Dependable Quality and Service 


TWIN CITY 
ENGRAVING COMPANY — 
208 S. STATE ST. _— ST. JOSEPH, MICH. 
PHOTO ENGRAVING - ART-COPY-LAYOUT 

A ONE COLUMN CUT OR A 


COMPLETE COLOR BOOKLET 
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Service 


Country Cs sitteston 


BECAUSE: 


More and more advertisers are discovering that their 
best opportunity for profitable sales expansion lies in 


prosperous Rural America... 


BECAUSE: 


More and more advertisers are recognizing that Country 
Gentleman’s 2,300,000 circulation is concentrated among 
the “top half” families who get 90% of the nation’s 


entire farm income... 


IN 1948: 


More advertisers used an average of more columns per 
issue in Country Gentleman than ever before in the 


magazine’s history... 


Country Gentleman reached twelfth place in magazine 
advertising volume with over $9,000,000—an all-time 


high for any farm magazine. 
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Blair and Barnard 
First to Represent 
Video Stations Only 


New York—Television stations 
may now use representative firms 
that are devoted exclusively to 
video. Two new companies last 
week each claimed to be first to 
engage exclusively as TV station 
representatives. 

John Blair, president of John 
Blair & Co., radio representative, 
announced formation of Blair TV, 
Inc., to be headed by William H. 
Weldon, longtime Blair executive 
in New York. Lynn Barnard, for- 
mer video manager of Paul H. 


Catalogs, Publicity 
_ Training Manuals 
30 W. Wash 
CEntral 6-3910 


Raymer Co., radio representative,| York. Paramount Pictures’ video 
announced that his L. L. Barnard & department will represent WBKB 
Co. will serve TV stations, from in New York, and the station’s Chi- 


offices at 53 E. 77th St. here. 

Mr. Blair said that his company 
“recognized that sound broadcast- 
‘ing and television are basically 
competitive media.” The video 
company was set up separately so 
that AM and TV stations would be 
served “with no diversion of in- 
terest.” 

Neither Blair TV nor Mr. Bar- 
nard’s company announced that 
it starts out with any station ac- 
counts. John Blair & Co., it was 
said, still handles KTSL, Los An- 
geles; KDYL-TV, Salt Lake City; 
WTUR, Richmond, and WDSU-TV, 
New Orleans station due to begin 
operations Dec. 18. Blair TV begins 
formal operation Jan. 1, 1949. 


‘WBKB APPOINTS WEED 
Cuicaco—Station WBKB, Chi- 
cago TV station, has appointed 
Weed & Co., radio and video rep- 
resentative, to handle its sales in 
‘all areas except Chicago and New 


| cago sales will be handled by Mel 
Wolens, sales manager. 

John E. Flatley, formerly with 
Airshows, Inc.; James F. Brown, 
former Columbia Broadcasting 
System account executive, and 
Hill Carruth, formerly TV pro- 
gram director, have joined WBKB’s 
Sales staff. 


WLWD Names Murphy 


John T. Murphy, of the NBC 
station relations department, has 
been named general manager of 
WLWD, Dayton’s first television 
station, which is due to open next 
spring. He will assume his duties 
as head of the new Crosley Broad- 
casting Corp. outlet on Jan. 1. 


‘Gazette’ Boosts Gressman 

George W. Gressman, with the 
Daily Gazette, Janesville, Wis., for 
the past 12 years, has been ap- 


pointed assistant business manager. 
‘He has been advertising director 
since 1939, a position he will 
continue to hold. 


Truman Method 
Good for NAM, 
Says McMillen 


PR Session Hears Need 
for More Grass Roots 
Campaign Efforts 


New York—Harry S. Truman’s | 
method for getting himself elected | 
President drew searching analysis. 
and even tribute from speakers at 
the public relations session of the 
53rd annual Congress of Industry, 
sponsored by Mr. Truman’s arch 


‘|foe, the National Association of | 


Manufacturers, here last week. 
Wheeler McMillen, editor of 
Farm Journal and Pathfinder, 
called Mr. Truman’s feat “the mir- | 
acle of 1948,” from which the NAM, 
could learn a lot of things—espec- 
ially the development of “the com-_ 


Who's 
tops 


telephones? 


There are more telephones in this country than in all the 
rest of the world put together. The United States has one 
telephone for about every four persons, compared to one 
telephone for every ninety persons for the rest of the world. 


in 


Sweden comes closest with one telephone for every five 
persons. In the British Isles there’s one telephone for every 
eleven. In Russia the estimate is about one in a hundred. 


And the Bell Telephone System is still building and ex- 
panding faster than ever before. Advertising in newspapers, 
magazines and by radio reports on this expansion... 
and reminds the public that the value of telephone service 
grows steadily. We have been associated with the American 


Telephone and Telegraph Company since 1908. 


N.W. Ayer & Son, Ine. | 


' 


Philadelphia + New York + Chicago 
Detroit * San Francisco * Hollywood * Boston *« Honolulu 


| 
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mon touch.” 

The President, Mr. MeMi) ey 
said, “defined his political mar 
precisely. He aimed carefully. ie 
figured in advance the people ; j4 
the places where he most wan d 
to get support. Then he devise g 
sales talk to appeal especially i 
these prospects.” 

Mr. McMillen showed that } y 
Truman’s “sales talks wasted f: w 
words.” Yet “he did not hesit. te 
to repeat. Over and over again 1 
rang out the symbol phrases, ‘he 
broad promises and the emotio:,a] 
clinches.” But “he knew that to 
repeat and still be heard you have 
got to be simple.” 


ws Mr. McMillen urged the NAM 
to go and do likewise in promoting 
its policies and principles. In fact. 
he said that Mr. Truman both was 
following the policies which NAM 
member companies employ to sel] 
products and the policies of NAM’s 
1948 public relations program, one 
of which was stated as “an implicit 
faith...that if the so-called ‘man 
in the street’ is given the facts 
truthfully, dramatically and _ re- 
peatedly, he will always arrive at 
the right decision.” 

Three things for which the NAM 
has campaigned since 1946, Mr. 
McMillen said—a “fair labor pol- 
icy” for labor, management and 
the public (which led to the Taft- 
Hartley Act); “removing the 
shackles of price controls on man- 
ufactured goods,” and reduction of 
government spending—today have 
created “a public relations prob- 
lem of truly colossal proportions.” 

He warned that “without team- 
work, without a greater expendi- 
ture of your time and effort and 
money than you have ever made 
before, you must expect nothing 
else than a continuing and even- 
tually irreversible drift toward the 
total state...” 

(Although Mr. McMillen devoted 
the bulk of his talk to Mr. Truman, 
the NAM’s own 400-word sum- 
mary of the talk did not mention 
the President.) 


ws Speaking as a representative of 
the NAM public relations advisory 
committee, E. J. Thomas, president 
of Goodyear Tire & Rubber Co., 


| pointed out that “in almost every 


case the state and local Demo- 
cratic tickets pulled more votes 
than the national ticket.” This, he 
said, “shows the tremendous power 
of local campaigning by local peo- 
ple known in the community.” 

Mr. Thomas noted the Pres- 
ident’s “narrow margin of victory,” 
and emphasized his belief that 
“the scales for the kind of eco- 
nomic system we feel is best for 
the country can and will be tipped 
in the right direction—when we 
do the kind of local public re- 
lations campaigning we should do ” 

At an earlier NAM session, 
Harry A. Bullis, board chairman 
of General Mills, pointed out tht 
“employes must be shown tht 
their security will come not from 
the government” but that it s 
“related to the security of tie 
company.” But “where busines 
fails to provide reasonable secu - 
ity, employes will look to gover: - 
ment” for it. 

S. C. Allyn, president of Nation !! 
Cash Register Co., urged great 
industry participation in commu ! 
ity affairs. “In making the cor >- 
oration a leading citizen,” he e <- 
plained, “you create an ideal 
service that can only be an insp: - 
ation to the public.” 


Joyce Promotes Bakewell 


T. H. Bakewell, sales represe: - 
tative on the East Coast, has bee 1 
promoted to an executive positi: » 
in charge of the New York offic 
of Joyce, Inc., which has its hea: - 
quarters in Pasadena, Cal. 


Menne Named Coast Manag: 


W. L. Menne has been appointe | 
West Coast manager of Transpo’ - 
tation Supply News, Chicago, wit. 

adguarters in Los Angele 
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PERSUASIVE REALISM 


The color pictorials in this 144-page MAGIC CHEF 
recipe book (produced by FORBES for the Ameri- 
can Stove Company) possess a wealth of factual 
eye and taste appeal. Creative imagination com- 
bines with accurate color photography and faith- 


ful full-color lithography to provide an authen- 
ticity of subject portrayal that will please the eyes 
of homemakers and inspire new culinary achieve- 
ments...with a MAGIC CHEF Gas Range, of course! 
These same FORBES skills are available to you, for 
your booklets, folders, inserts, displays and other 
merchandising pieces. 


2.06. Box 513 Basten 2 


NEW YORK CLEVELAND CHICAGO ROCHESTER, N.Y. 
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Schenley Reports 
Jigher Profits; 
More Execs Shift 


New York—Although net sales 
were down nearly $100,000,000 
from the year before, Schenley 
Distillers Corp. reports for the 
vear ended Aug. 31, 1948, that net 
profits after taxes were $29,524,- 
365, as compared with $26,844,733 
ior the previous year. 

Schenley’s sales were $459,783,- 
046 for the latest year. In the year 
ended Aug. 31, 1947, Schenley’s 
sales were $547,562,338. In the 
vear before that, the sales reached 
the all-time high of $643,867,348, 
and net profits hit $49,129,975. 

Among products included were 
whiskies, various brands of Cali- 
fornia wines, Blatz beer, gins, and 
imports. Schenley reported in- 
creased sales of penicillin, more 
promotion of feeds and other ani- 
mal products, and activity in ex- 
port markets. 

As announced recently (AA, 
Nov.15) net sales of Schenley’s 
largest rival, Distillers Corp.- 
Seagrams Ltd., reached the record 
mark of $738,040,755 in the fiscal 
year ended July 31, 1948, from 
$618,135,497 in the previous year. 
Seagram’s net profits in this pe- 
riod rose to $54,735,660, from $43,- 
122,502 the year before. 


s Meanwhile, Schenley—which 
normally has more than its share 
of executive changes—was the only 
one of the distilling industry’s 
“Big Four” to be unaffected by 
recent high-level shifts. 

Gus Hook, from Seagram’s Car- 
stairs division, is reported to have 
become assistant national sales 
manager of Hiram Walker’s Corby 
division, replacing Clifford Hatch, 
who becomes president of Walker’s 
James M. Barclay division. Mr. 
a Hatch replaces Ross Corbit, who 
recently resigned to become presi- 
dent of Hiram Walker, succeeding 
Sidney Hamilton, now open states 
sales manager of National Dis- 
tillers. 


McMurry Tells How 
Trainee Selection 
Can Be Improved 


Cuicaco—Trainees selected by 
manufacturing or service organi- 
zations because of pleasant appear- 
ance, high intelligence and acade- 
mie records annually waste thou- 
sands of corporation dollars need- 
lessly, according to a study issued 
by Robert N. McMurry. 

Mr. McMurry, head of the man- 
agement consultant organization 
here which bears his name, dis- 
‘losed that of 1,167 college trainees 
elected by 247 companies, 42% 
either left or proved unsatisfactory 
before the end of one year. The 
median cost of training, he esti- 
mated, was $2,750 per man during 
the first year. 

All too often, he maintains, 
nterviewers are impressed by in- 
elligence. A high I. Q. frequently 
‘esults in failure, if the trainee 
inds his work too easy, he says, 
ind a good appearance is no guar- 
intee of satisfactory work output. 

Mr. McMurry suggests seven 
eriteria for properly evaluating 
trainees, and cites the success of 
‘uch organizations as Studebaker 
‘orp., Walgreen Drug Co., Servel 
ind Weiboldt Stores as examples 
ff excellent results possible 
hrough use of proper selection 
nethods. 

The seven standards mentioned | 
are: Occupational stability; dis-| 
comfort because of idleness; per-| 
sistence; aims which are not based | 
olely on seli-satisfaction; self-| 
eliance; social elasticity (includ-| 
ig the ability to accept criticism) ; | 
nd the ability to exercise autho- | 
ity without belligerence. 

Possession of these traits, 

= “ae shele 


| 
he | 


has attained emotional maturity 
and is thus a better employment 
risk than the person who may be 
able to disguise his instability 
through emphasis on clothes or an 
excellent academic record. 


Frank Talcott II Advanced 


Frank A. Talcott II, assistant 
sales manager, has been promoted 
to general sales manager of Nicoll- 
Talcott Corp., Hartford, Conn., 
farm machinery division, New 
England distributor of Ford trac- 
tors and Dearborn farm equipment. 


Market Research Group 
Endorses Poll Analysis 


Members of the Market Re- 
search Council of New York 
adopted at its November meeting a 
resolution welcoming the appoint- 
ment by the Social Science Re- 
search Council of a committee to 
investigate the causes of the poll- 
sters’ failure to forecast election 
results. The resolution said in part 
that the Council feels “that, until 
the Social Science Research Coun- 
cil’s committee has had a chance to 
report, the conducting of investi- 
gations by committees of other 


organizations would be more con- 
fusing than helpful.” 

The executive council of the 
American Association for Public 
Opinion has also endorsed the in- 
quiry to be made by the Social 
Science Research Council. 


Names Mexican Agency 

Elizabeth Arden, New York, 
cosmetics, has appointed Adver- 
tising & Administration in Mexico 
to handle advertising for Arden 
products. The account was pre- 
viously handled by Grant Adver- 
tising. 


Taylor Promotes Holland 

James B. Holland II, who joined 
Taylor Fibre Co., Norristown, Pa., 
as an apprentice in 1939, has been 
named sales manager of the com- 
pany. 


CAPPEL, MAC DONALD and COMPANY 
roth Lifices in Prin 
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Knollin Appoints Three 


Janet Gilmore has been appoint- 
ed media director in the San 
Francisco office of 
vertising Agency, and John Han- 
sen, account executive, has been 
transferred from Los Angeles to 
the San Francisco office. Richard 
K. Millison has been named man- 
ager of the Los Angeles office. 
Norman Erickson has resigned as 
art director in San Francisco. 


Chant Joins Fadell Agency 


Margaret Chant, formerly head 
of Chant, Inc., Minneapolis pub- 
licity firm, has closed her business 
to join Fadell Co., Minneapolis 
agency, where she will handle the 
public relations for the Sister 
Kenny Institute. 


ADS PULL 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, 
organs, posters, every 
promotion job. 100 new 
photos monthly. Used 
by biggest advertisers. 
Write for new FREE 
proofs No. 108. 
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‘Loyal Leather’s New 


Catalog Pulls Well 


from Small Retailer 


New YorK—Loyal Leather Pro- 
ducts, a division of U. S. Luggage 
& Leather, decided to try some- 
thing new with its new catalog— 
and to date has had astonishing 
success. 

On the theory that many re- 
tailers have space and inventory 
problems, so far as luggage is 
concerned, Loyal decided to send 
out a comprehensive 28-page ca- 
talog which would permit retailers 
to order at will. 

First copies of the catalog went 
into the mails Oct. 22; on Oct. 28 
the first orders came pouring in, 
and currently run between 250 
and 1,000 a day. Loyal printed 
50,000 copies of the catalog, and 
sent 22,000 to dealers. 

Indicative of the level of re- 
tailing Loyal was trying to pene- 
trate is the fact that 85% of the 
22,000 had never been contracted 


by a luggage manufacturer before. 
Last week Loyal said the response 
was so heavy it had decided to 
delay mailing the reminder of 
the catalogs until after Christmas. 

The catalog stresses Loyal’s 
advertising history—it has been 
advertised and promoted for 50 
years—and offers the dealer such 
advantages as drop shipments 
which Loyal will make directly to 
the customer, using either Loyal 
or the dealer’s label. 

Loyal also decided to try the 
export field, and sent 700 cata- 
logs to exporters, combed from a 
list of more than 5,000. Each cata- 
log carried the exporter’s firm 
name imprinted on the cover and 
price list page, although the Loyal 
brand name appears throughout 
the book. 


Madden Named V. P. of Haiss 


W. E. Madden, sales manager of 
the conveyor division of George 
Haiss Mfg. Co., New York, sub- 
sidiary of Pettibone Mulliken 
Corp., Chicago, has been named 
vice-president of Haiss. 


It’s a Short Run to Pennsylvania Markets... 


To market—to market . . . it’s a matter of minutes in 
Pennsylvania with its 995 marketing centers. 
That’s why it costs Pennsylvania farmers less to 


sell their products—and why they 
to buy yours. 
And they do spend their money. 


cause their nearness to towns brings them to de- 
mand a higher standard of farm living. For example, 
in farms with electric ranges, Pennsylvania ranks 


fourth among the leading states. 


These nearby markets only partially explain 


Golden Crescent Stability 
“your best profit hedge in the farm market” 


No farm area of equal size and wealth can match the stability 
of The Golden Crescent. It has greater age . . 
. . a larger variety of products. Served by MICHI- 
GAN FARMER, THE OHIO FARMER, and PENNSYL- 
VANIA FARMER, The Golden Crescent safeguards your 
profits through the ups and downs of the farm market. For 
further information write 1013-1 Rockwell Ave., Cleveland 


centers . 


14, Ohio. 
PENNSYLVANIA FARMER, Herrisburg 


So You Profit in the Long Run! 


Pennsylvania's STABILITY—so rare in other 
“upper third” farm states. Look at the variety of 
Pennsylvania’s products—tobaccoto apples, poultry 
to maple syrup! 


can save more 


Pennsylvania farmers don’t tie 


themselves to the ups and downs of any one 


They buy be- 


product—they have money crops the year round. 

And STABILITY comes from age, too. Penn- 
sylvania is one of the oldest farm markets. Indeed, 
the Keystone State has been depending on PENN- 


SYLVANIA FARMER for its farm news for more 
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a eI RE at Stine eae Sagi 
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THE OHIO FARMER, Cleveland 


than seventy years. 


J. V. Ambrose, manager of the eastern advertising office of the St. 
Louis Post-Dispatch in New York, is helping out the United Hos- 
pital Drive by sending out letters to newspapers and farm paper rep- 
resentatives, soliciting contributions . . . Dec. 13 will mark the 35th 
anniversary of Will J. Feddery as Cleveland representative of Hard- 
ware Age. “Bill” thinks it’s a pretty good record for a “rep”—same 
publication, same territory... 

The Advertisers 
Club of Cincinnati 
skipped its usual noon 
meeting Nov. 24 in fa- 
vor ofa cocktail party 
and dinner at the Cin- 
cinnati Art Museum, 
followed by a panel 
discussion of ‘““Adver- 
tising Art Layout.” 
Among the academ- 
icians on the panel 
was C. Thomas Martin, ~% 
v.p. and art director 
of Stockton, West, 
Burkhart, Cincinnati 
agency... 

Jerome B. Gray, part- 
ner in Gray & Rogers, 
Philadelphia, has been 
elected a member of 
the Committee of 70, 
a local group which 
has appointed itself 
watchdog over city 
government activities. 
He’ll be with a special 
subcommittee on pub- 
lic relations . . . Foote, 
Cone & Belding Inter- 
national’s president, 
Harry Berk, is back in 
this country after one 
of his numerous Eu- 
ropean junkets . . . C. Frank Jobson, vice-president of Conover-Mast 
and manager of Liquor Store & Dispenser, New York, is recuperating 
from injuries he received in an automobile accident while returning 
from a hunting trip... 

A dinner was given at Ciro’s restaurant, Hollywood, Nov. 12, for 
employes of Pacific Press, Inc., Los Angeles, who had been with the 
company five years or longer. W. B. Clum, president, awarded service 
pins to all employes attending .. . Bill Brothers, New York pub- 
lisher, honored Brit Wilson on his 50th anniversary with the com- 
pany at a party at the Ambassador Hotel on Dec. 1... 

The Order of Yun Huei (Cloud Banner) with rosette and insignia 
has been conferred on F. W. Wilkening, president of Wilkening Mfg. 
Co., Philadelphia (piston rings), by the Chinese government for 
services to China during the war and since . . . Herman Halsted, re- 
tired member of Moloney, Regan & Schmitt, New York, will come 
back as guest speaker at the Christmas luncheon to be given on Dec. 
15 by the American Association of Newspaper Representatives for 
the Advertising Agency Media Men’s Association . . 


IT’S A WINDMILL—Winner of first prize for costume 
best depicting a product or advertising idea at the 
first annual Advertising Club Ball in Los Angeles, 
was G. W. Purcell, advertising manager, Van de 
Kamp’s Holland Dutch Bakeries, and his wife. The 
windmill, the company’s trademark, is a familiar 
sight in the Los Angeles area. In the picture, the 
Purcells are furnishing four arms to motivate the wind- 
mill as emcee Jack Carson kes the ncement. 


BOWMAN—Eldon Robbins, ad manager of John Bean Mfg. Co., Lansing, Mich., 

called it “the greatest thrill of 20 years of deer hunting” to get this 120-pounder 

with his bow and arrow. The scene is in the vicinity of Mead’s Landing on the 
Muskegon River, west of Houghton Lake, Mich. 


Joyce Cotter of Ames & Knorr, New York, was married on Nov. 3 
to George Kern of Benton & Bowles . . . The engagement of John 
Appleton of Grey Advertising Agency to Jaye Ernestine Dobbs of New 
York was announced a couple of weeks ago. . . Schuyler G. Chapin, 
field promotion supervisor of WNBC, New York, became the father 
of a baby boy, Henry Burden, on Nov. 20... 

Goodyear’s manager of sales research, R. E. Davis, believes that 
the most important training for future salesmen consists of funda- 
mental courses, such as English, psychology and philosophy. He had 
a chance to spread this gospel Nov. 19, when he spoke at DePauw 
U., his Greencastle, Ind., alma mater, on “Liberal Arts training for 
professional salesmanship” .. . 

Heading a special advisory committee of the Buffalo Chamber of 
Commerce is Al Anscombe, director of public relations for Station 
WKBVW ... Tired of having his kids lose several pairs of mittens a 
year, Mike Gold, of Manson-Gold-Miller, Minneapolis agency, came 
up with a device called Mit-Clips, which clips each mitten to a coat 
sleeve. The gadget made the November cover of Parents’ Maga- 
zine... 
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First issue... February 1949. Guarantee 400,000. 
Page rate (B & W) $1,120. 


For advertisers who want to tap the rich 

five billion dollar sports market... 
SPORTS ILLUSTRATED has everything. Great 
reporting, top-notch articles and stories, outstanding 
photos. It’s the big, new magazine for the adult 
sportsman who wants complete, exciting, 
authoritative coverage of every sport! 


THE SPORTS MARKET IS A SPENDING MARKET! 


Sports IIlustrated is designed for the cream of the giant sports 
market. Edited by Stanley Woodward, former sports editor of 
the New York Herald Tribune and top sports authority. Sports 
Illustrated aims even higher than the $4,000 median income 
and 33 year age of the average sports magazine reader. 

DELL PUBLISHING COMPANY, 261 FIFTH AVE., NEW YORK 16, N.Y. 
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Is a Video Pattern Emerging? 


Two news events of the past 
week provide interesting and sig- 
nificant clues as to the video pat- 
tern which may eventually emerge, 
once the fast-moving medium has 
begun to settle down. 

The first was the revelation that 
Twentieth Century-Fox Film Co. 
is interested in purchasing a con- 
trolling or a total interest in Amer- 
ican Broadcasting Co. The second 
was a speech made to the National 
Editorial Association by James D. 
Shouse, president and chairman of 
Crosley Broadcasting Corp., on 
the future of television. 

So far as we have been able to 
determine, Mr. Shouse’s statement 
that “television stands a good 
chance, not of supplementing 
broadcasting as we know it today, 
but of replacing it,” is the first 
such statement to have been made 
by any important figure in radio. 
Most statements —at least those 
issued for public consumption — 
have cheerfully, if somewhat illog- 
ically, depicted radio and televi- 
sion as complementary services, 
with television growing enormous- 
ly important “without replacing 
any existing media.” 

We believe that Mr. Shouse is 
essentially correct. We believe that 
in the predictable future, radio as 
we know it will be largely sup- 
planted by video. But we believe, 
also, that this switch-over will not 


come immediately, nor will it ever 
be complete. This year and next, 
and almost certainly for several 
years to come, radio will continue 
to be the only true “mass medium” 
in the audible field. The mathe- 
matics of the situation prove this: 
There are at present less than 
1,000,000 video sets in use; there 
are some 67,000,000 radio sets in 
use. Even with all-out video set 
production, those proportions can- 
not change drastically in less than 
five years, and perhaps ten is a 
more realistic figure. 

But the action of Twentieth 
Century-Fox, whose interest in 
ABC is frankly based on “its man- 
agement and television permits,” 
demonstrates clearly that the 
movie industry also believes video 
is in the saddle for a long and 
happy ride. Believing this, it can be 
expected to do everything possible 
to gain a dominant position in a 
field which might very easily cause 
drastic changes in the movie in- 
dustry as well as in the radio field. 

For the advertiser, the broad- 
caster, the movie producer and ex- 
hibitor, the big problem from now 
on is a matter of timing. How long 
can one wait without being frozen 
out, and how soon can one plunge 
without drowning financially in an 
exceptionally high-cost field where 
profits are still probably years 
away? 


Recognition for the Small Agency 


In the past few weeks, AA’s 
letters columns have carried a 
number of letters from small agen- 
cies, complaining of the difficulty 
of securing recognition from pub- 
lishers, a complaint with which 
we sympathize. 

If the advertising agency mech- 
anism is to work and live, the 
recognition factor must never be 
used to destroy initiative or dis- 
courage the development of new 
agencies, or in any way act as a 
means of freezing competition. 
That it does not in fact act in that 
way should, however, be evident 
from the growth of the agency 
business in the past few years. 
Reliable sources estimate that 
there are now approximately 2,500 
advertising agencies in existence, 
a figure some 20% higher than 
was the case during the war, and 
the largest number ever tabulated. 

The advertising agency business 
is one of the easiest in the world 
to enter—and one of the most 
hazardous. One needs no license, 
no certificate of competence, no 


sponsor, and no clients. Under 
such conditions, and under the 
prevailing legal concept that an 
advertising agency is an inde- 
pendent contractor and not an 
agency in the legal sense of the 
term, publishers must of necessity 
take every reasonable precaution 
to see that they are dealing with 
financially responsible, as well as 
morally responsible, organizations. 

They have the right, and indeed 
the duty, to make sure that agen- 
cies to which they extend recogni- 
tion are advertising agencies in 
fact as well as in name, that they 
are reasonably capable, independ- 
ently operated, and financially 
sound. If recognition is extended 
indiscriminately and without in- 
vestigation, all agencies, all media, 
and all advertising can suffer se- 
riously. But on the other hand, 
if a helpful and willing hand is 
not extended to the newcomer, the 
business will eventually be stifled. 

Here is an area in which sound 
judgment, tempered with good 
will, must continually be exercised. 


—Lichty, Chicago Sun-Times 


“And while surveys show our product is the most popular item given away on 
radio shows. ..we haven’t sold any. . 
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Ah, Research 

We have long since headed for 
a neutral corner in the research 
battle, at a time when you can 
spot a member of the American 
Marketing Association by his truc- 
ulent air. 

But whilst the desultory firing 
goes on, with Gallup and his trusty 
(is that the word?) operatives 
seizing people, willy-nilly and ex- 
plaining how Black Tuesday came 
about, we have been handed a sur- 
vey of startling dimensions. 
General Ice Cream Corp., Sche- 
nectady, part of Sealtest, used 85 
cooperating druggists in Connecti- 
cut to dig up these pertinent facts: 
84% of their customers think they 
open early enough, 78% don’t think 
they close too early, 90% think ice 
cream packages are kept hard 
enough to reach home in a satis- 
factory condition, 68% of the group 
think their home refrigerators keep 
ice cream well, and 84.5% like the 
fountain service. 

Then General Ice Cream ven- 
tured into the dread zone of price, 
and found that 60.8% favored pay- 
ing 30¢ for a large sundae rather 
than 20¢ for a small one. The vo- 
ters here may have been misled by 
the casting of the question, which 
asked if they would rather pay 30¢ 
“for a much larger one,” but some- 
how we can’t help seeing it as 
evidence of inflation, dissipation 
and disthrift. 

Further, General Ice Cream 
asked what customers thought a 
fair price for a sundae might be. 
Some 55.1%. said 25¢. The next 
biggest bloc, 20%, said 20¢. And 
18% said 30¢. 

And 54% thought 20¢ was a fair 
price for a soda, although an ob- 
stinate 32%, who obviously repre- 
sent the Old Guard, held out man- 
fully for 15¢, but 11% was in fa- 
vor of 25¢ sodas. 

General Ice Cream supplements 
the survey with hints to druggists 
about the significance of these 
statistics. At the end of the soda 
section, GIC says: 

“This table substantiates the de- 
cline in popularity of the ice cream 
soda, in that the consumer consi- 
ders a good soda to be worth 5¢ to 
10¢ less than a good sundae. How- 
ever, in a more recent survey du- 
ring which we promoted an ‘Old 
Fashioned Ice Cream Soda,’ pub- 


lic preference favored a large 25¢ 
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soda to a small 20¢ soda by a mar- 
gin of 7 to 1.” 


Hammer ‘n’ Tongs 

Generally speaking, competition 
between media seldom breaks into 
print. When it does, the pitch is 
generally high level. 

About the toughest talk we’ve 
seen is a booklet called “Who 
wants five pairs of ears?,” the 
work of the Evansville Printing 
Corp., publisher of the Courier and 
Press. 

It points out that there are five 
radio stations now dividing the 
city of Evansville, with a sixth 
due shortly, and hammers away at 
what this means for advertisers 
with bare-knuckled ferocity. 

It says flatly: “Radio advertising 
can’t picture merchandise; has a 
short advertising period; the peri- 
ods are perishable; it is more 
quickly forgotten; good time is 
hard to get; the cost of time is ex- 
cessively high; radio research is 
difficult to obtain.” 

On the back page of the booklet 
is a reprint from an editorial in a 
trade paper, which compared radio 
and newspaper advertising with 
“the difference between a _ shot- 
gun and a rifle.” 

“It’s not so,” snarled the pub- 
lisher. “We’d say it’s the same 
difference between a cannon and a 
cap pistol in Evansville!” 


Jottings 

And a low bow to True, for a 
nifty mailing entitled “Remem- 
brance Card for Advertising Exec- 
utives,” which reports True’s emi- 
nence in circulation... 

Emil Mogul Co. has been send- 
ing out some noteworthy mailings 
for its client, M. Wile & Co., 
calling attention to the summer 
line of tropicals. Typical mailing 
piece is a brochure with a gim- 
mick in the shape of a champagne 
bottle or a magnet, with copy tied 
in to “champagne of summer suits” 
or “as men are attracted by a mag- 
netic gal. . .” Mailings go to re- 
tailers. . . 

Reynolds Metals Co.’s faithful 
technical publicity service took 


sadistic delight in reporting that 
a brace of television shows con- 
ducted in cooperation with WAVE- 
TV at the Kentucky State Fair 
“never flogged in arousing inter- 
eo 
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No. 3194. A Building Empire of 
Its Own. 

Poplulation growth of the West 
has an important bearing on the 
activity of the market for building 
products, according to this booklet, 
published by Western Building, 
which reports that 1947 construc- 
tion figures show that $119 of 
building per capita is being done 
in the 11 western states, as com- 
pared to $61 in the 37 eastern 
states. Major marketing areas of 
the West are described in the book- 
let, which describes the editorial! 
setup and readership of the pub- 
lication. 


No. 3195. How to Write Success- 
ful Letters to Your Salesmen. 
Ten samples of tried-and-proved 

letters are included in this bro- 

chure, written by Norman Lewis, 
president of The Ridgway Co., St 

Louis agency. An _ introduction 

points out the importance of in- 

creasing efficiency of the sales 
organization by writing the men 

“a warm, cordial, sincere letter” 

at least once a week. 


No. 3196. Sales Opportunities for 

Drug Store Products. 

The research department of 
Curtis Publishing Co. has pub- 
lished this 190-page analysis of 
the country’s $3,616,000,000 mar- 
ket for drug store products as an 
aid to manufacturers and distri- 
butors in solving some of their dis- 
tribution and advertising problems. 
The study gives statistics on the 
number of drug stores in each city 
and county and the percentage of 
their sales to the national market; 
the number of doctors, hospitals, 
dentists and veterinarians in each 
county, and the estimated white 
family count and the total 1948 
population for counties and cities 


No. 3189. Plumbing and Heating 
Market Possibilities by States 
The marketing and research bur- 
eau of Domestic Engineering Pub- 
lications has compiled this tabu- 
lation, which shows the per cent 
of total plumbing and heating sale: 
possibilities in each state, along 
with data on population, number 
of dwellings, income, value ot 
building permits, and number o! 
wholesalers and plumbing anc 
heating contractors. A correspond- 
ing U. S. map shows the state fig- 
ures, and text explains annua! 
sales quotas—how the percentages 
are computed—and tells how man- 
ufacturers are using them. 


No. 3167. Philadelphia Marke: 
Facts. 

A study of population density by 
ten-mile zones radiating from Phil- 
adelphia’s central business distric! 
is reported in this folder, issuec 
by the Philadelphia Inquirer 
Tables show community anc 
county population, number of fam- 
ilies, and circulation and family 
coverage of the daily and Sunday 
Inquirer. 


No. 3171. Work Clothing Survey 

Purchases of work clothes, work 
shoes and gloves, brands purchasec 
and brands observed in advertis 
ing are tabulated in this repor' 
on a mail survey conducted b) 
Wisconsin Agriculturist & Farme: 


among Wisconsin farm familie 
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It’s a proved advertising principle that women are most 
inclined to follow advertising when that advertising is 
surrounded by the Right Editorial appeal. 
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That’s why THE PHILADELPHIA INQUIRER now 
includes a complete section every Friday . . . edited 
for Women Only and titled “Features For Women!” 
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“Features For Women” includes: general news, tips 
and suggestions on foods, cookery, child care and 
home economics, as well as society, gardening, fashions 
and beauty ... every feature appealing to both the home- 
maker and career girl. 
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It’s the kind of section that will sell More and More 
Food Items to More and More Women. 
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It’s The Section where Your advertising belongs!* 
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*76 NEW FOOD AND GROCERY ACCOUNTS 
HAVE SCHEDULED THE INQUIRER in the first 
10 months of 1948. Local Food Chains have 
increased their linage by 25%! 


yf 


oonittt rt 


tt 
it 


: 
s 
i 


i 
“itt 


Af 

s A 

| 
pebveeee 


em Here at last is a complete, separate SERVICE-SECTION FOR 
WOMEN IN A DAILY NEWSPAPER!...“FEATURES FOR WOMEN” 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Mnguirer 


Exclusive Advertising Representatives 


T. W. LORD, Empire State Building, N.Y. C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 3-6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 » 448 S. Hill St., Los Angeles, Michigan 0578 
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British Dailies See 
Finer ‘49 with Mild 
Circulation Boosts 


Lonpon—British newspapers 
face a brighter 1949, with “free 
circulation” and an alternate day 
six-page paper instead of the uni- 
form four-page editions now per- 
mitted under newsprint restric- 
tions. 

“Free circulation,” in this case, 
means that newspapers will be 
able to print sufficient copies to 
meet the public demand, but any 


increase must be based on firm 


orders and no returns of unsold 
copies will be allowed. 

Even with these limitations, a 
mild circulation race is expected 
to start among the leading na- 
tional dailies. Circulation manag- 
ers, of course, won’t have a free 
rein until the “sale-or-return” 
rule is again permitted, and no 
such action is expected during 
1949. 


® Britain’s million-plus dailies in 
the morning field, and their Jan- 
uary:June, 1948 average sales 
include the Daily Express, 3,855,- 
401; Daily Mirror, 3,700,887; Daily 
Herald, 2,113,856; Daily Mail, 2,- 
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076,659, and News Chronicle, 1,- 
619,557. The morning Daily Tele- 
graph is close behind, with an 
estimated 906,900. Leading eve- 
ning papers are the Evening News, 
1,652,646, and Star, 1,081,812, while 
the Sunday newspaper field shapes 
up this way: News of the World, 
7,887,488; The People, 4,672,708; 
Sunday Pictorial, 4,004,571; Sun- 
day Express, 2,578,862, and Sun- 
day Dispatch, 2,061,290. 

The “class” papers, while they 
boast of a high prestige position, 
do not command sales anywhere 
near the leaders. In the morning 
field, the Times has a circulation 
of 239,881. The third London eve- 
ning paper, Evening Standard, has 
a circulation of 780,820, and the 
“class” Sunday paper, the Ob- 
server, has a net sale of 383,771 
copies. 


CBS Plans Video Clinic 


Columbia Broadcasting System 
will hold a three-day television 
clinic at the Waldorf-Astoria, New 
York, beginning Jan. 21. 


NOAB Volume 
in “48 Passes 
$40,000,000 


New YorKk—Sales of National 
Outdoor Advertising Bureau are 
more than keeping pace with the 
rapid growth of total national ad- 
vertising volume in outdoor, which 
in 1948 is expected to reach nearly 
$80,000,000. 

Now owned by and representing 
more than 400 advertising agen- 
cies, NOAB’s sales this year will 
exceed $40,000,000, an increase 
of about 10% from the 1947 figure 
of $37,300,000, according to John 
M. Paver, president and general 
manager. The 1948 volume will 
be about four and one-half times 
the 1930 figure of $9,600,000, and 
will be nearly 16 times NOAB’s 
first full year figure of $2,671,304 


Your ideal market is one in which 
people with rapidly increasing and 
highly diversified incomes can. be 
reached through one dominant medium 
. . . With the savings inherent in the 
concentration of advertising. 


That’s the kind of market you'll 
reach through The Denver Post. Its 


Sunday Golden Trio 


and roto-magazine sections . . . provide 
98% coverage of Denver, 71° cover- 
age of the entire state of Colorado, and 
a total circulation of 378,299 — A.B.C. 
Publisher’s Statement, September 30, 


1948. 


. . . roto, comic, 
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selection of securities, diversity of in- 


come is essential to stability of returns. 


agriculture, livestock, food processing, 
oil, coal, metal mining, manufacturing, 
tourists, and transportation are creating 
new wealth . . . diversified wealth that 


builds market stability. 
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Advertising Age, December 6, 1¢ 


in 1920. 

Launched as a joint agency e 
terprise in 1919 to handle co - 
tracts, pay plant owners, che . 
showings. etc., NOAB had crex ; 
losses in this period of only $1( - 
406, or only 28/10,000 of 1% « 
the total of $390,000,000 of spa . 
which it bought through 1947. 


ws The only major agency which , 
not a member of NOAB is Foot . 
Cone & Belding. In 1947 J. Walt. 
Thompson Co. ranked first 
placements through this organiz: 
tion. Mr. Paver would not reve 
the ranking of other leaders, b 
the top 15—all of which plac 
from $500,000 to $5,000,000 in ou 
door through NOAB in 1947—were, 
alphabetically, N. W. Ayer & Son; 
Batten, Barton, Durstine & Osborn; 
Benton & Bowles; Biow Co.; Leo 
Burnett Co.; Campbell-Ewald; 
Geyer, Newell & Ganger; Kenyon 
& Eckhardt; Kudner Agency; Len- 
nen & Mitchell; McCann-Erickson; 
Newell-Emmett; Ruthrauff & 
Ryan; J. Walter Thompson, and 
Young & Rubicam. 

(N. W. Ayer & Son is not a joiner. 
NOAB perhaps is the only major 
advertising organization to which 
this agency belongs.) 
D’Arcy Advertising Co. is a 
member of NOAB but does not 
use its facilities. 


a Mr. Paver would not reveal the 
leading advertisers whose cam- 
paigns are handled through NOAB. 
Coca-Cola Co. is reported as rank- 
ing first among national adver- 
tisers:in outdoor volume, followed 
by Ford and Chevrolet. 
Automotive, prewar leader 
among classifications handled by 
NOAB, last year moved back into 
the No. 1 spot. Food, No. 4 before 
the war, has ranked No. 2 for sev- 
eral years. Beverages, No. 3 pre- 
war and No. 1 in 1946, dropped to 
No. 3 in 1947. Gasoline and oil, No. 
2 prewar, ranked No. 4 in 1946 and 
1947. 
Automotive and food classifica- 
tions are expected to run No. 1 
and 2 in the 1948 race. 
For performing ten separate ser- 
vices for member agencies, their 
clients and the outdoor medium, 
NOAB retains 3 2/3% of the 
16 2/3% commission allowed by 
the outdoor medium. 


Schenley Names Dreier 


Edward K. Dreier, who has been 
with Schenley Distillers Corp., 
New York, in executive capacities 
for the past 15 years, has been 
appointed president and general 
sales manager of the newly formed 
Brandy Distillers Corp., an affiliate 
of Schenley. The new company 
handles national distribution of 
Coronet and Jean Robert brandies 
and after Jan. 1 also will handle 
San Remo and Louis brandies as 
well as brandy in bulk. 


Boone Heads New Division . 
Zonolite Co., Chicago, miner and 
processor of vermiculite insulation 
products, has formed a general 
merchandising division. Daniel J. 
Boone, advertising and sales pro- 
motion manager, is manager of the 
new division. 


Tuttle Silver to Korn 


Tuttle Silver Co., Boston, man- 
ufacturer of sterling flatware and 
holloware, has placed its adver- 
tising with Louis Robert Korn & 
Co., Boston. Magazines will be 
used 


Montgomery Names Collin 


Victor S. Collin, formerly sales 
representative of P. F, Volland Co., 
has been named assistant manager 
of Richard G. Montgomery & As- 
sociates, Portland, Ore. 
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The end result of ood advertising campaigns — 


YOUNG & RUBICAM, INC., ADVERTISING 
New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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DEC. 11 IS T DAY IN MEMPHIS 
AND THE MID-SOUTH 


Folks all over town (and for miles bought? You bet they are! The big 

around) are talking about television. question is: Will suppliers be able to 

With all the explosive impact of the continue to meet the growing demand? 

atom bomb, this new medium comes to 

a new market. availabilities? Our 
What about sets? Are they being going fast! 


WMC 


: WMC »- WMCF « WMCT owned and operated by the Commercial Appeal 


May we suggest that you write us for 


“cream” time is 


CHANNEL 4-Memphis, Tennessee 


National Representatives —The Branham Co. 


Washington Poll 
Results: ‘Area’ 
Bested ‘Quota’ 


SEATTLE—Credit one poll with 
hitting the Truman-Dewey vote in 
Washington state almost on the 
nose—with an error of less than 
one-half of 1%. 

The poll was made by the tax- 
supported Washington Public Op- 
inion Laboratory, which is jointly 
sponsored by the University of 
Washington and the State College 
of Washington. Interviewing was 
done from a week to ten days be- 
fore the election; results were tab- 
ulated after the election. The find- 
ings were published only after it 
was apparent that the failure of 
established political polls was cast- 
ing serious reflection on all poll- 
ing. 

Actually, the laboratory made 
two polls on the election. The ob- 
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7" 
FOR AUTOMOTIVE 


ELL the Jobber 
and his sales- 
men and you sell 
the entire auto- 
motive aftermarket! 


/ 


IRVING-CLOUD PUBLISHING CO. 
Sth FLOOR DAILY NEWS BLDG. CHICAGO 6 
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ject was to check the two metho 
for scientific accuracy and to pr - 
vide a guide to the working met) - 
ods established by the laborato , 
in this, its first year. 


nan 


a Using the quota sample (Ga - 
lup, Crossley, Roper method), tl. 
Public Opinion Laboratory d) | 
poorly, even poorer than Gallu.., 
for example. The quota samp e 
gave Dewey 52% against his a: - 
tual of 45.9%; Truman 45.3% .- 
gainst actual of 50.1% and Walla: e 
2.5% against actual 4%. Gallup 
gave Dewey a margin of only 1” 
in the final polling. These ave 
state-wide figures for Washingto. 

But it was another story where 
the area sample was employed—a 
method which sets up the samp'e 
by what the technicians call “rigid 
randomization.” This is the method 
normally used by the laboratory 
in its monthly polling. The results 
gave Dewey 46% against his actual 
45.9%; Truman 50.5% against an 
actual 50.1%, and Wallace 2.9% 
against his actual of 4%. 

This sort of accuracy involves 
a fair amount of luck, too, for in 
a sample of 500 in a state of 
2,230,000, an allowance _ should 
be made of two percentage points 
either way, Dr. Stuart C. Dodd, 
co-director of the laboratory, cau- 
tioned. 


ws The area method of polling has 
one major objection, Dr. Dodd 
comments: “It is vastly more ex- 
pensive.” Hence it is used pri- 
marily by government agencies. 
The expense primarily is in pre- 
paring for the sample, for it is 
necessary to break the state into 
cells and to obtain block maps of 
every community. 

Costs of actual interviewing do 
not vary much between the area 
and the quota method, though as a 
guess, Dr. Dodd said the quota 
method might be about 25% 
cheaper. The cost of tabulating 
results is about the same. 

He placed at $25 the costs of 
preparing a sample for the quota 
method and $1,000 as the cost for 
the area method. 

The Washington Public Opinion 
Laboratory was set up earlier this 
year and is under the leadership of 
Dr. Dodd, research professor in 
sociology at the University of 
Washington, and Dr. J. E. Bachel- 
der of Washington State College. 
The primary object is basic re- 
search in social sciences and 
human relations. The object also 
is to provide technical research to 
improve polling methods. The lab- 
oratory conducts information polls 
for public bodies, such as the state 
legislature. 

While not altogether banning 
commercial polls, the laboratory) 
will undertake such a poll onl) 
if the results and the names of the 
sponsors are made public. 


Foreign Ads Distributed 


for United America Drive 


The Advertising Council, 
York, 


New 
is distributing foreign lan- 
guage ads to more than 700 foreign 
language newspapers as part o! 


the United America campaign 
The entire United America serie: 
will be translated in the near fu- 
ture into eight foreign languages 

Lee H. Bristol, vice-president o 
Bristol-Myers Co., is coordinato 
of the campaign, and Edward F 
Royal is the council’s staff execu- 
tive on the project. 


Appoints Sconce Agency 

Robert Sconce, Advertising, Ta 
coma, Wash., has been appointe: 
to direct the advertising and resor 
promotion of Pacific Island Re 
sorts, Inc. 


IF sag USE CAR CARD 
Send for FREE Sample 


“CARDISPLAY’ 


UNIQUE POINT-OF-SALE 
~ CAR-CARD HOLDER 


CARDISPLAY CO. 
AVE. MINNEAP 
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“Advertising Age is the 
one publication 


a regular Y 


9? 


Says H. B. NORTHCOTT 


GENERAL ADVERTISING MANAGER 


UNION PACIFIC RAILROAD COMPANY 


‘Advertising Age is the one advertising publication that | 
read very carefully. It gives me complete news, up to date 
and timely. It certainly covers the field in a very complete 


manner, 


‘Advertising Age is read carefully by other members of 
the Advertising Department, and | think if you check your 
records you will find that we have been a subscriber since 


the first issue." 


Tee Oe hor Ind, MM PES OEe NS ey Cm ce ee 


H. B. NORTHCOTT 


Responsible for some of the most important railroad promotion in the 
country, Mr. Northcott is now rounding out his thirty-second year in 
the railroad industry. His first job with Union Pacific was the organiza- 
tion and direction of the company’s direct mail bureau. In 1929 he 
was advanced to the position of General Advertising Manager. He 
was the first to use what were then known as “natural color” photo- 
graphs in travel promotion. Union Pacific now leads the travel field 
in use of color reproductions and kodachromes and is one of the largest 
railroad advertisers, employing practically all media. In addition to 
his duties with the railroad, Mr. Northcott finds time to serve as Vice 
President of the Association of Railroad Advertising Managers. 
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Admiral Appliances 
Names Tatham-Laird 


Admiral Corp. has appointed 
Tatham-Laird, Inc., Chicago, to| 
handle advertising of its domestic 
appliance division, including elec- 
tric ranges and refrigerators. Crut- 
tenden & Eger, Chicago, will con- 
tinue to handle space media for the 
Admiral radio, phonograph and 
television divisions, and Kudner 
Agency, New York, will continue 
to handle radio and _ television 
media for these divisions. 

An aggressive advertising cam- 


paign is contemplated for Admi- 


ral’s Dual-Temp refrigerator and 
electric range, following easing of 
the materials problem and the ac- 
quisition of the appliance manu- 
facturing facilities of Pressed Steel 
Car Co., whose Presteline division 
Admiral purchased last summer. 


Delear to Socony-Vacuum 


Frank J. Delear, formerly in the 
public relations department of 
United Aircraft Corp., East Hart- 
ford, Conn., has joined Socony- 
Vacuum Oil Co., New York, as a 
member of the publications de- 
partment. 


Haverhill Station 
Urges Co-op Drive 
by All Employers 


| HAVERHILL, Mass.—Radio Sta- 
| tion WHAV is enlisting the support 
of manufacturers and other em- 
ployers in the Haverhill area for a 
continuing campaign—via the air- 
waves, of course—to sell manage- 
ment to the workers and people 
of the community. 

The proposal, suggested by Lew 


Sargent, station manager, calls for 
a board of directors representing 
all participants, to determine pol- 
icy and control all phases of the 
community-wide public relations 
campaign. Cost would be borne by 
a monthly assessment based on 
the number of each participant’s 
employes. 

“Should enough manufacturers 
and employers subscribe to the 
plan so that the majority of all 
workers in the area would be rep- 
resented, we have established an 
estimated cost of 20¢ per month,” 


America’s Model - 


Television Station — 
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j Reports on one year 
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WTMJ-TV has built its program- 
ming on the premise that local 
and national spot programs were 
as important as network pro- 
grams. As a result, many of the 
most popular WTMJ-TV programs originate in the television 
studios of Milwaukee's Radio City. They include... 


THE GRENADIERS 
Milwaukee's most popular radio program, skillfully adapted to 
television, occupies the Wednesday night 8:00 to 9:00 P/M. slot. 
Complete with a 16-piece orchestra, vocalists, and comedy. It 
captures the Milwaukee television audience with a format 
built to the City's tastes. Participating sponsorship. 


“PLAY "EM OR PAY 'EM” 
This 15-minute Friday night musicale feature challenges the 
television audience to submit song titles which cannot be played 
by the Radio City Quintette. This heavy mail pull program is 
under participating sponsorship. 


VIDEO VARIETIES 
Top mid-western talent is featured on this Sunday night 7:30 
to 8:00 P.M. feature, one of Milwaukee's favorite television 
programs. Participating sponsorship. 


T.V. TRYOUTS 
The proved pulling power of amateur programs is combined 
with skillful production to make top flight television entertain- 
ment out of this Saturday night 7:15 to 7:45 feature. Partici- 
pating sponsorship. 


OTHER LOCAL FAVORITE PROGRAMS 
The same skill and production facilities that have built 
WTMJ-TV participating programs are also available to national 
and spot advertisers for the presentation of programs ideally 
suited to individual needs. 


WTMJ-TV is a complete RCA 
Victor installation. 


Li 


CTURE HT 7 Because studio remote and 
A etal 3 “transmission facilities are de- 
HA signed for one another, WTMJ-TV 


is transmitting a picture that results in quality reproductions 
of programs and commercials. 

The WTMJ-TV dial position on Channel 3 assures good re- 
ception with any standard type antenna, 


Sales of television sets in the 
Milwaukee area have exceeded 
even the most optimistic predic- 
tions. As of November 1, there 
were over 9,000 sets in Milwaukee 
and total installations are ex- 
pected to exceed 12,000 units by January 1. Combined with the 
high listenership in the Milwaukee area, this means an audience 
of in excess of 100,000, or 10% of Greater Milwaukee's total 
population for most evening programs. Little wonder then that 
television has grown far beyond the experimental stage in 
Milwaukee and is now recognized as an effective, economical 
hard-hitting sales medium. 


Over two-thirds of the sixty na- 
tional, spot and local sponsors 
who have tried WTMJ-TV today 
remain as successful television ad- 
vertisers. All three of Milwau- 
kee's leading department stores 
have been on WTMJ-TV since its inception and all have dra- 
matic success stories using the station. Local and network 
advertisers selling everything from automobiles to food products 
are obtaining results from WTMJ-TV. With the bulk of installa- 
tions being in middle income homes, WTMJ-TV is delivering a 
valuable and growing list of reception homes to its advertisers. 


NETWORK AFFILIATIONS 
WTMJ-TV is affiliated with NBC, CBS and ABC. As the link 
between the mid-west and eastern network closes, the facilities 
of WTMJ-TV will be available to the users of these three net- 
works. 


WORTH REMEMBERING 


When making your plans for television, remember this. . . 
WTMJ-TV, Wisconsin's only television station delivers a large 
receptive audience to the network, spot and local advertiser. 


THE MILWAUKEE 
Affiliated 4 
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Mr. Sargent explains in a brochu » 
outlining the program. “This wou {| 
provide a fund for a public r - 
lations campaign which would | 
strong enough to guarantee a r. - 
turn of many times its cost 
management... It is a small i . 
vestment for a potential retu 
that can only be measured 
terms of stability and survive . 
Actually, at the cost quoted, 
manufacturer employing 300 pe 
sons would be assessed $60 
month—hardly more than the a 
erage cigar bill of a steady sm 
ker.” 


a The proposal, the result > 
nearly a year’s work and researc}, 
would hit hard at the local level 
with the same sort of theme em- 
braced by the Advertising Coun- 
cil-NAB national campaign io 
sell the economic system. WHAV 
believes the local drive must in- 
clude music, news, comedy, rounc- 
table discussions, debates, public 
service programs, audience partic- 
ipation shows and talent develop- 
ment, and “unless management is 
prepared to make a strong effort, 
and to maintain that effort, a cam- 
paign of this type should not he 
considered.” 

While the reaction of manufac- 
turers and business men has been 
“universally favorable,” Mr. Sar- 
gent admits the station does not 
know whether they will join in 
cooperative sponsorship of such a 
campaign. It hopes to win the ap- 
proval of all or most employers of 
25 or more persons, and has agreed 
to function as the agency for the 
clearance of the campaign as a 
whole. It suggests a poll of work- 
ers and their families to determine 
the preferred types of programs; 
and employment of a public re- 
lations expert to operate in liaison 
between the station and operating 
board. 

WHAYV offered to organize the 
initial employer-sponsor meeting 
if a majority of manufacturers in 
the area believes the campaign 
necessary. 


Willard Promotes Four 


Frank R. Somers, director of 
merchandising of Willard Storage 
Battery Co., Cleveland, has been 
named to the newly created posi- 
tion of vice-president in charge of 
sales. Herbert A. Fotheringham, 
with Willard since 1925, has been 
appointed advertising service man- 
ager, and Donald I. Ehlenfeldt, 
sales promotion assistant, has been 
named manager of sales promotion. 
William H. Walter, statistician in 
the merchandising department, has 
been appointed manager of market 
research. 


Boylan Buys Athens Press 

Glen C. Boylan, formerly vice- 
president and director of manufac- 
turing of Meredith Publishing Co, 
Des Moines, has purchased Athens 
Press, Iowa City job printing com- 
pany. 


EVERYBODY GETS THIRSTY! 
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That’s what keeps this: billio: 
dollar industry flourishing in goo! 
times or bad! To sell the soi! 
drink bottlers of America, us’ 
National Bottlers’ Gazette. It’: 
been the industry’s number on: 
salesman since 1882 .. . first i 
A.B.C. paid circulation, first i: 
advertising volume, first in edi- 
torial coverage. Keller Publishin : 
Company, 80 Broad Street, Nev’ 
York 4, N. Y. Detroit: Penobscc: 
Building. Pacific Coast: 714 Wes: 
Olmpic Blvd., Los Angeles. 
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Last year, the Radio Corporation of 
America did its Christmas window shopping 
early ... looking for a distinctive holiday 
display for the RCA Victor dealer, who 
seems to be a Man Who Has Everything, 
and doesn’t believe in Santa Claus. 

So Harry Haas, our home-loving art 
director, dreamed up a little girl angel... 
awfully cute, with blonde hair and halo, 
pink wings and a long blue dress. The RCA 
Victor people liked it fine, ordered oodles of 


angels in five sizes, ranging from 30” Big 
Sister to 9’ Small Fry...to be used in 
window and store displays, or just as 
stand-ins for that old Christmas spirit. 
Well, when these RCA Victor angels 
reached our Finishing Dep’t., they set up a 
few to see how they looked .. . and all our 
usually dependable high-class female help 
went crackers over the cardboard cherubs, 


took them away as souvenirs almost as fast . 


as they were finished! 


Victor some angels! A couple 
(both bachelors) were posted tg 


Dep’t girls were very frosty 
single take-home angel! 
* * * 

Later we heard that RCA Victor had a 
similar souvenir problem . . . Unofficial, of 
course. A big company lik 
RCA with public relations an 
so on, can hardly admit angel 
absenteeism in the stockrooms! 

We also heard that RCA 
Victor dealers had to ride herd 
over these angels... A display 
man would stop to get a fresh 
mouthful of tacks, and when 
he turned around—some of 
his angels were missing! By 
Christmas Eve, those angels 
were scarce around RCA 
Victor stores. 

But they turned up all over 
on Christmas trees, and in kids’ 
stockings, hospitals, saloons 
and at eggnog events in the 
suburbs during the holidays! 

* * * 

This year we had a repeat order from 
RCA Victor on angels, assorted sizes. 
Wouldn’t surprise us to get a repeat order 
next year, too, and see these RCA Victor 
angels become just as permanent a part of 
Christmas as jingle bells and Salvation Army 
Santa Clauses. 

In years past, press capacity permitting, 
it has been our pleasure to produce for 


oe 
Finson 


STARR & BORDEN AVES., LONG ISLAND City, N.Y. / 
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friends, customers and connoisseurs as a 
Christmas keepsake, the work of eminent 
artists, such as Gordon Grant or Thomas 
Benton. This year, by generous courtesy of 
the copyright owners, we give you a special 
edition of RCA Victor’s errant angel Small 
Fry, by our own Harry Haas. 

Small Fry will top off the Christmas tree 
or stocking, grace your mantel or dinner 
table, be cherished by your kids. 

Small Fry, special edition, without any 
commercial message or credit, is available 
on request to any reader of this artistic 
journal—one (1) only. Small Fry comes 
packed flat, can be assembled without an 
engineer or technician. Very simple, if you 
follow the directions printed on the... let’s 
see, now... Miss Schwillerswist, will you 
bring in that little RCA Victor angel? 

Well! ...Our Miss S. seems to have 
disappeared! Small Fry ditto! ... What did 
we tell you? 


Lithographers 
with-the-heart-of-a-child, J 
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Videodex Reports 
WBKB Leads in TV 
* Audience in Chicago 


Curcaco—First regular “Video- 
dex” ratings under TV data re- 
ported by Jay & Graham Research 
Organization for Chicago, cover- 
ing the first week in November, 
show: 

WBKB’s share of the Chicago 
video audience for Oct. 31-Nov. 6 
was 36.7%, WGN-TV’s was 29%, 
WENR-TV’s was 24% and WNBQ, 
still test telecasting, had 10.3% of 
the audience. 

Viewers report that WENR-TV 
loses clarity when WNBQ comes 


on the air. 

Wednesday night is the top tel- 
evision night in Chicago so far, 
with Friday not far behind. 

The Videodex report is based 
on a panel of 450 television set 
homes in this area. The service— 
for which J. Walter Thompson Co., 
Foote, Cone & Belding, Roche, 
Williams & Cleary, Columbia 
Broadcasting System and others 
are subscribers—covers share of 
audience per program, what view- 
ers want to see, how interesting 
they find the commercials, clarity 
of image per program, etc. (AA, 
Sept. 20). 

Jay & Graham is the first video 
program research organization in 
the Chicago area. It has also ex- 


6 ae ae, 
b A. 53-59 E. IMlinois St., Chicage Th! 


panded operations to the following 
cities: Boston, Cleveland, Cincin- 
nati, Detroit, Los Angeles, Mil- 
waukee, New York, Philadelphia, 
St. Louis, San Francisco and 
Washington. Panels are nearly 
complete in a number of those 
markets and reports on them will 
be made shortly. 


Production Managers Elect 


Bert Johnck, production man- 
ager of Young & Rubicam, San 
Francisco, has been elected presi- 
dent of the Advertising Production 
Managers’ Club of Northern Cali- 
fornia. Other new officers are: 
Stan Kerk, Garfield & Guild, San 
Francisco, vice-president, and Ro- 
land Howes, J. Walter Thompson 
Co., San Francisco, secretary-treas- 
urer. 


Elects Rudwick V.P. 


Marvin Ira Rudwick, former 
vice-president in charge of sales 
and advertising of Edelbrew Brew- 
ery, New York, has been elected a 
vice-president and member of the 
board of directors of Gordon & 


Mottern, New York. 
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FOR THE FIRST TIME, the magazines of the leading 
national college fraternities and sororities are open 
to advertisers. All of them have been published 
continuously for more years than the most estab- 
lished publications on today’s news stands. 


@ 17 fraternity magazines (with 346,769 men 
subscribers), and 9 sorority journals (reaching 
181,260 readers) are available . . . 
or in economical group combinations, for only 
one order, one plate and one billing. 


@ Since membership in a Greek-Letter society is 
an extra college expense, and comes only thru in- 
vitation, the subscribers to these magazines are a 
select unit of the college-trained population that 
constitutes the most desirable consumer group in 
the country. Their readers include every under- 
graduate member and those graduate members 


who are paid subcribers. 


@ If your product is exclusively for men, or 
women, these magazines’ controlled distribution 
spares buying waste circulation. If your advertis- 
ing gets 50% readership in ordinary mediums, it 
can be certain of better attention in these maga- 
zines which largely contain names and pictures of 
their readers. You can prove the effectiveness of 


BRAND NEW 


Now you can concentrate on the best buyers | 


among all college undergraduates and alumni 


ee 


individually, 


SELL THESE BUYERS 


You will sell 3 markets 
through this one medium: 


1, UNDERGRADUATES. 
active group of future lead- 
ers while they are forming 
buying habits for the rest of 
their lives. Sell them because 
they set the pace for their | 
classmates—on 230 cam- 


puses. 


2. COLLEGE GRADUATES. The 
alumni subscribers of these 
magazines are leaders in social 
and business spheres of every 
city .. 


3. INSTITUTIONAL MARKET. Hand- 


some fraternity and sorority 


ofr 


TO 
ATTRACT OTHERS 


Sell this 


. and small town. 
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your contribution.) 


' It's an Ad... 


When you read in the papers of an auto that capers 
For mile upon mile without gas, 
Or even a coat with a pattern of note 

And lines of distinction and class... 

Perhaps a cigar that surpasses by far 

All others that are to be had, 

Then you know without question that the subtle suggestion 
Is to purchase—because it’s an ad. 


Were it not for the writer, the star fancy flighter 

Of copy—the brief selling tale, 

We’d miss lots of pleasures secured from the treasures 
Of new products offered for sale. 

The artist, with skill, paints a picture that will 

Make the product the ultimate fad... 

Then the impulse created can only be sated 

By buying—that’s the aim of the ad. 


The big publications with wide circulations 

Meet millions of folks every day, 

And tell them of oceans of new-fangled notions 
They must have to make life more gay. 

The purses ballooning of the public consuming 

Are soon just as flat as a shad, 

For the dealers and makers and sellers and fakers 
Soon take all your wealth—with an ad. 


Ross H. Wilson 
Wilson Advertising Agency. 


(This contribution to AA’s poets’ corner comes from Ross 
H. Wilson, Cincinnati agency head. It is another in the series 
which AA has begun for admen who, for esthetics’ sake and 
certainly not for pay, feel the urge to comment in rhyme 
and meter on one or another aspect of the advertising scene. 
The editor, the sole judge here of poems’ merits, welcomes 


Appeals Court Voids 
FCC License Ban 
in WORL Dispute 


WaSHINGTON—By 2 to 1, the 
Court of Appeals has set aside an 
FCC order refusing a license re- 
newal for WORL, Boston. 

The order, issued April 27, 1947, 
was based on a charge that the 
station had withheld for six years 
the fact that license control was 
transferred to three associates of 
watch maker Arde Bulova (AA, 
April 28, 1947). 

In over-ruling the commission, 
Judge Bennett Champ Clark char- 
acterized FCC’s order as “arbi- 
trary, capricious and unreason- 
able.” Asserting that the station 
had a fine public service record, 
he said FCC should see that its 
decisions “best serve the public 
interest.” 

The order against WORL was 
based on a 3 to 1 vote of the com- 


mission, with three members ab- 
staining. Since the order was is- 
suea, Commissioners Denny, Durr 
and Wakefield, who had voted for 
deletion, have all left the com- 
mission, 

The commission said WORL’s 
new owners—former radio Com- 
missioner Harold A. Lafount, and 
Sanford and George Cohen, at- 
torneys for Bulova’s $2,000,000 of 
radio properties—were sufficiently 
familiar with FCC rules to under- 
stand their responsibilities. 

Judge Clark said there was evi- 
dence of “inaccuracies,” but no 
record of “bad faith” in the case. 


Caples Appoints Galley 


Richmond H. Galley, formerly 
advertising manager of Carr- Con- 
solidated Biscuit Co. and represen- 
tative for Jim Nash, New York 
food package expert, has been 
appointed an account executive in 
the grocery products division of 
Caples Co., with headquarters in 
the Omaha office. 


207 N. MICHIGAN AVE., CHICAGO + FRANKLIN 2-5854 


Lollias 


these publications to yourself at a cost that re- houses at leading campuses 
quires no special appropriation by testing the re- 


sults afforded by a few. 


throughout the country pro- 


vide a rich market for fur- 


Miler and 
hatchings 


INCORPORATED 


nishings, appliances and food 
sales. Advertisers get official 


@ 85% of the readers are within the “period of 
" accumulation” ages. They are the type of people 
that when they ask for a product, dealers stock it. 
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entry for merchandising and 
marketing purposes. 
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@ No other media provides as solid, intimate, in- 
expensive and effective coverage of the college- 
trained market. Write for more facts. 


FRATERNITY MAGAZINES ASSOCIATED INC. 


1618 Orrington Avenue, Evanston, Illinois 
154 Nassau St., New York City 
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Newsstand sales of the November 12 and 


19 issues of U.S. News & WorLD REPORT 


broke all previous records. Each issue 


exceeded by 40% the total newsstand 


sales of the U. S. News and of 
World Report before these two magazines 


were combined into one just a year ago. 
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USEFUL NEWS FOR I "PEOPLE 
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‘Demand Study 


| Finds Consumers 


Less Optimistic 


eee 


WASHINGTON—Interviewing teams 
from the Survey Research Center 
of the University of Michigan are 
telling the Federal Reserve Board 
that as of midyear, they could de- 
tect no evidence of any relaxation 


_ in the demand for durable goods. 


After a special “interim” study 
in July, the polling organization 
directed by Dr. Rensis Lickert 


concluded that demand for auto- 
mobiles has increased, if anything, 
and that the demand for refrigera- 
tors, washing machines and furni- 
ture is holding up nicely. 

During its July study, the Lickert 
organization found many people 
less optimistic about the future 
than they were when more exten- 
sive investigations of earnings, 
spending and savings plans were 
made for the board last January 
and February. 


ws Early in the year, 47% looked 
forward to good times. In July 41% 
were still of this conviction, but 
there were also 30% who believed 
things were beginning to move in 
the opposite direction. 
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Though only about 20% indi- 
cated declines in incomes, 40% said 
they felt their financial position 
had deteriorated during the year. 
Moreover, only 25% said their po- 
sition had improved, even though 
40% reported they were making 
more money. 

Two out of every three consum- 
ers said they believed prices would 
remain at their present levels or 
possibly go higher. Only one in 
six saw prospects of a price de- 
cline. 

Details of the July survey are 
reported in the Federal Reserve 
Bulletin, but the July study was 
not financed by the board, as more 
extensive studies have been during 
each of the past three winters. 


ws While the interviewing sample 
was only half as large as in the 
past, Clarke L. Fauver, of the 
board’s division of research and 
statistics, said “the results are use- 
ful in understanding the atmos- 
phere in which business’ will op- 
erate, at least at the retail level, 
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XG 
But, 


1,000 population . . 


Places 


market. 


Be sure of your 


in all three | 


Does your advertising dollar pull 
honest weight in all 3 major national 
markets when you use a list like this 
. - - Collier’s — Life — Post — 
Companion — Good Housekeeping — 
Journal — McCall’s — American 
Weekly — This Week... ? 


total city and town families . . 


here ae 


Metropolitan places which represent 64% of all city and town 
families. They get 69¢ of your dollar invested in such a list. 


Almost exact weight... 


in places beyond metropolitan influence, over 1,000 population. 
They represent 24% of total city and town families, and 25¢ of 
your advertising dollar so invested goes to this market. 


"way short... 


in America’s 3rd largest city and town market. 
under = 
. the True Small Towns. They represent 12% of 
. YET less than 6¢ of your advertising 
dollar invested in urban national publications goes to this important 


beyond metropolitan influence, 


Get a larger share of the True Small Town market by awarding it a larger 
share of yo your advertising dollar. Add GRIT to your national schedule... 
61¢ of every advertising dollar invested in GRIT goes to the True Small Towns. 


NEW SERIES—This interior wall display 
Lithographing Co., Chicago, working with Batten, Barton, Durstine & Osborn, agency 
for Peter Hand Brewing Co., and the brewer's ad manager, Curtiss F. Dieterich. 


is one of a series designed by Inland 


during the remainder of 1948 and 
early 1949.” 

In all, there have been five sur- 
veys by the Lickert organization— 
three “large” ones financed by 
Federal Reserve and two “interim” 
studies—one in mid-1947, and the 
second this year. 

Mr. Fauver warns that the Lick- 
ert studies are a relatively new 
development in the field of eco- 
nomic research. “It should be 
noted,” he says, “that sample in- 
terview surveys...are not ex- 
pected to produce exact values.” 

In the five consecutive surveys 
extending over the past two and 
one-half years, no significant dif- 
ferences have been found in the 
proportion of consumer units plan- 
ning to buy automobiles in the 
succeeding year. The number has 
varied from 8% of all units in 
early 1946 and 1947 to 10% in July, 
1947, 7% in early 1948 and 9% in 
July, 1948. 

Higher prices have not damp- 
ened automobile purchasing plans. 
The median purchase price for new 
cars was only slightly higher than 
that reported for cars bought last 
year. For used cars, however, the 
median price was $100 above 1947. 

Most of those who planned to 
buy used cars some time during 
the next 12 months did not own a 
car at the time of the survey. 
Among those who planned to buy 
new cars, three of every four al- 
ready owned a car and in one- 
fourth of the cases, it was a post- 
war model. 


w Among the appliances, washing 


to have enjoyed relatively higher 
sales in the first half of 1948 than 
in the first half of 1947; about the 
same number of family units have 
purchased radios, but furniture 
sales have been slightly less fre- 
quent. 

Consumers rely increasingly on 
instalment credit. Nearly 40% of 
automobile sales in the first six 
months of 1948 involved instalment 
credit, as compared with 34% last 
year and only 21% in 1946. Ac- 
cording to indications obtained in 
July, prospective auto buyers plan- 
ned to make still greater use of 
credit. 

The survey does not reflect 
changes in plans which may have 
followed reinstatement of Regula- 
tion W. 


Names Van Diver & Carlyle 

Van Diver & Carlyle, New York, 
has been named to direct the ad- 
vertising of Intercontinental Mfg. 
Co., Dallas, manufacturer of trac- 
tors, combine harvesters and cus- 
tom designed farm implements. 
Magazines, farm papers, business 
papers, radio, outdoor posters, 
point-of-sale and direct mail will 
be used. 


Branch Names Cleveland 

Horace G. Cleveland, former 
vice-president of J. M. Mathes, 
Inc., New York, has been elected 
a vice-president of the Robert F. 
Branch Advertising Agency, New 
York. 


McLarens Names Fulton 

S. B. Fulton has been named gen- 
eral sales manager of McLarens 
Ltd., Hamilton, Ont., grocery spe- 


machines and refrigerators appear | cialties. 
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A IMPOSING group of sudeosatul 
and advertising A398g%, find this a lucky number. 
It enables them to use 4 Service, opsisting of ad-setting, 


trained men are always ontheit toes té herve you so well 
that you will come back again, We! can lighten your burdens 
—and at the same time produce better and’more profitable 
printing for you—at a saving pet time, trouble and money. 
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‘Demand Study 


Finds Consumers 
Less Optimistic 


es 


WASHINGTON—Interviewing teams 
from the Survey Research Center 
of the University of Michigan are 
telling the Federal Reserve Board 
that as of midyear, they could de- 
tect no evidence of any relaxation 
in the demand for durable goods. 

After a special “interim” study 
in July, the polling organization 
directed by Dr. Rensis Lickert 


concluded that demand for auto- 
mobiles has increased, if anything, 
and that the demand for refrigera- 
tors, washing machines and furni- 
ture is holding up nicely. 

During its July study, the Lickert 
organization found many people 
less optimistic about the future 
than they were when more exten- 
sive investigations of earnings, 
spending and savings plans were 
made for the board last January 
and February. 


ws Early ic the year, 47% looked 
forward to good times. In July 41% 
were still of this conviction, but 
there were also 30% who believed 
things were beginning to move in 
the opposite direction. 
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Though only about 20% indi- 
cated declines in incomes, 40% said 
they felt their financial position 
had deteriorated during the year. 
Moreover, only 25% said their po- 
sition had improved, even though 
40% reported they were making 
more money. 

Two out of every three consum- 
ers said they believed prices would 
remain at their present levels or 
possibly go higher. Only one in 
six saw prospects of a price de- 
cline. 

Details of the July survey are 
reported in the Federal Reserve 
Bulletin, but the July study was 
not financed by the board, as more 
extensive studies have been during 
each of the past three winters. 


a While the interviewing sample 
was only half as large as in the 
past, Clarke L. Fauver, of the 
board’s division of research and 
statistics, said “the results are use- 
ful in understanding the atmos- 
phere in which business’ will op- 
erate, at least at the retail level, 
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Metropolitan places which represent 64% of all city and town 
families. They get 69¢ of your dollar invested in such a list. 


Almost exact weight... 


in places beyond metropolitan influence, over 1,000 population. 
They represent 24% of total city and town families, and 25¢ of 
your advertising dollar so invested goes to this market. 


’way short... 


in America’s 3rd largest city and town market. 
Places beyond metropolitan influence, under 
. the True Small Towns. They represent 12% of 
. YET less than 6¢ of your advertising 
dollar invested in urban national publications goes to this important 


Get a larger share of the True Small Town market by awarding it a larger 
share of your advertising dollar. Add GRIT to your national schedule... 
61¢ of every advertising dollar invested in GRIT goes to the True Small Towns. 


ister Brau 


Me 


NEW SERIES—This interior wall display is one of a series designed by Inland 
Lithographing Co., Chicago, working with Batten, Barton, Durstine & Osborn, agency 
for Peter Hand Brewing Co., and the brewer's ad manager, Curtiss F. Dieterich. 


during the remainder of 1948 and 
early 1949.” 

In all, there have been five sur- 
veys by the Lickert organization— 
three “large” ones financed by 
Federal Reserve and two “interim” 
studies—one in mid-1947, and the 
second this year. 

Mr. Fauver warns that the Lick- 
ert studies are a relatively new 
development in the field of eco- 
nomic research. “It should be 
noted,” he says, “that sample in- 
terview surveys...are not ex- 
pected to produce exact values.” 

In the five consecutive surveys 
extending over the past two and 
one-half years, no significant dif- 
ferences have been found in the 
proportion of consumer units plan- 
ning to buy automobiles in the 
succeeding year. The number has 
varied from 8% of all units in 
early 1946 and 1947 to 10% in July, 
1947, 7% in early 1948 and 9% in 
July, 1948. 

Higher prices have not damp- 
ened automobile purchasing plans. 
The median purchase price for new 
cars was only slightly higher than 
that reported for cars bought last 
year. For used cars, however, the 
median price was $100 above 1947. 

Most of those who planned to 
buy used cars some time during 
the next 12 months did not own a 
car at the time of the survey. 
Among those who planned to buy 
new cars, three of every four al- 
ready owned a car and in one- 
fourth of the cases, it was a post- 
war model. 


= Among the appliances, washing 


to have enjoyed relatively higher 
sales in the first half of 1948 than 
in the first half of 1947; about the 
same number of family units have 
purchased radios, but furniture 
sales have been slightly less fre- 
quent. 

Consumers rely increasingly on 
instalment credit. Nearly 40% of 
automobile sales in the first six 
months of 1948 involved instalment 
credit, as compared with 34% last 
year and only 21% in 1946. Ac- 
cording to indications obtained in 
July, prospective auto buyers plan- 
ned to make still greater use of 
credit. 

The survey does not reflect 
changes in plans which may have 
followed reinstatement of Regula- 
tion W. 


Names Van Diver & Carlyle 

Van Diver & Carlyle, New York, 
has been named to direct the ad- 
vertising of Intercontinental Mfg. 
Co., Dallas, manufacturer of trac- 
tors, combine harvesters and cus- 
tom designed farm implements. 
Magazines, farm papers, business 
papers, radio, outdoor posters, 
point-of-sale and direct mail will 
be used. 


Branch Names Cleveland 

Horace G. Cleveland, former 
vice-president of J. M. Mathes, 
Inc., New York, has been elected 
a vice-president of the Robert F. 
Branch Advertising Agency, New 
York. 


McLarens Names Fulton 

S. B. Fulton has been named gen- 
eral sales manager of McLarens 
Ltd., Hamilton, Ont., grocery spe- 


machines and refrigerators appear | cialties. 


< 


N IMPOSING group of sudcos 
at and advertising Bb ofigied, fing this a lucky number. 
It enables them to use 4 Service, Consisting of ad-setting, 
engraving, and printing— —all% Gader ode roof . 
trained men are always on thei toes tS serve 3 you so well 
that you will come back agein/ Wel can lighten your burdens 
—and at the same time produce better and’more profitable 
printing for you—at a. saving pe time, trouble and money. 


advertising executives 


. Specially 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING - PRINTING 


400 N. RUSH STREET, CHICAGO 11 - WHiteHaut 4-2300 
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Bay Rum’‘s Back; 
Sales Promising 
in Twin Cities 
MINNEAPOLIS—Bay rum, the 
pungent after-shave lotion that 
grandfather used, is back on the 
raarket under a St. John’s label. 
Made by the West Indies Bay 
Co., of Minneapolis and the Virgin 
Islands the product is being sold 
in Minneapolis in 8 oz. packages— 
the first time and place it has been 
sold to consumers in many years. 
West Indies Bay Co. was estab- 
lished by John Webb and Col. 
John Jouett (the latter has been 
aviation consultant to Chiang Kai 
Chek) after they got to wonder- 
ihg why bay rum disappeared from 
the market before World War II. 
During the war, Mr. Webb’s 
Navy supply ship dropped anchor 
in St. Thomas, Virgin Islands port, 
and there he became familiar with 
the product, its source and some of 
the inhabitants whose names had 
been legendary in the bay rum 
business for generations. 


es He learned that, besides the 
hindrance of two wars and pro- 
hibition, repeal of prohibition had 
led to turning facilities to dis- 
tilling rum instead of producing 
the aromatic hair and face pro- 
duct. 

When he returned to the U. S. 
he found very little bay rum in 
barber shops—but where he found 
it, the “Virgin Islands” name on 
the label was like “sterling” on 
silverware. The product can be 
derived from mixing various oils 
with alcohol, but for many dec- 
ades throughout the world, the 
bay rum derived in part from the 
bay-rum or bayberry tree of the 
West Indies and, especially, of St. 
John Island in the Virgin Islands 
group. 

Mr. Webb decided that if the 
product was to be revived success- 
fully, it must be a completely im- 
ported product of the old-time Vir- 
gin Islands variety. So in 1947 he 
returned to the island, looked up 
Colonel Jouett and with him lo- 
cated natives who agreed to supply 
bay leaves for the bay rum. A 
hurricane-proof warehouse was 
leased from the Navy and the firm 
was launched on the spot. 


# Since then production has begun 
and a modernized package de- 
signed. An artist here designed the 
new package—basing it on a West 


You can judge this book by its 
COVERage! WOOD PRODUCTS 
reaches and is READ by the key 
men of the woodworking in- 
dustry. It’s their newspaper, their 
forum, their source of trade infor- 
mation — their “bible.” 93% of 
the advertising space in it is 
placed through advertising 
agencies! 


We've gone “ABC” 
Now you're getting 
certified circulation! 


[\Vfoon 


PRODUCTS 


Phone: WA bash 2-1000 


Indian drawing published in 1773 
in a Danish atlas. 
Distribution nationally is being 
planned by the firm with the prod- 
uct now being introduced in the 
Twin Cities area. Department and 
drug stores are backing it up with 
local display advertising and point- 
of-purchase displays. Company of- 
ficials report unusual acceptance 
of the product although it was 
introduced into a Christmas mar- 
ket without benefit of special hol- 
iday packaging or merchandising. 

With proper merchandising, dis- 
tribution and advertising, Mr. 
Webb hopes to again put the term 
“bay rum” on the lips of men 
shavers and barbers throughout 
the country. 

The company has not yet ap- 
pointed an agency. 


Veloz to Make Video Films 


Frank Veloz, of the Veloz and 
Yolanda dance team and manager 
of the national string of Veloz & 
Yolanda Dance Studios, has signed 
to feature in a series of 15-minute 
television films. The series, to have 
a “learn to dance” theme, will be 
available for sponsorship. The 
films will be written and produced 
by Lee Loeb, screen writer. 


Motorola-New York Promotes 
TV Sets in Newspapers 


Motorola-New York, which re- 
cently opened a new show room 
at 150 W. 63rd St., will spend ap- 
proximately $40,000 in a Christmas 
advertising campaign. Newspapers 
in the New York-New Jersey met- 
ropolitan area will be used. Copy 
will be placed direct. 

Emphasis will be on the com- 


pany’s four television sets—table 
models at $189.50 (7” screen) and 
$299.50 (10” screen), a three-way 
combination of AM-FM and record 
player with a 10” picture, priced 
at $575, and a 10” consolette at 
$349.50. Motorola, which has not 
increased the prices of its radio sets 
this year, also will promote its 
table model radios. 


Kudner Names Nash 


Norman Nash, who has been 
with Kudner Agency, New York, 
since 1935, has been appointed as- 
sistant copy chief of the agency. 
He will supervise writing of radio 
and television commercials. 


Hermant Appoints Stanfield 


The plastics division of Percy 
Hermant Ltd., Toronto, has ap- 


pointed the ‘Toronto office of 


23 


Harold F. Stanfield Ltd. to direct 
the advertising of its new mer- 
chandising plan, which includes 
small plastic shoes and certificates 
for gift shoppers. 


The GRADE TEACHER 


Darien, Conn. 


You may be too busy to read your 
magazines, but you are never too 
busy to listen to what your child 
“learned in school today.” 


Why not put your story in the teach- 
ers’ hands? 


A SMALL MAGAZINE 
with 
A BIG INFLUENCE 


yy 
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THE LAKE WASHINGTON FLOATING BRIDGE 
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SEATTLE 


... largest structure of its kind in the world, connects 


downtown Seattle directly with the great highways 


east to Spokane and the rich valleys over the Cascade 


Mountains. 


BUYING TIME ON KJR 


... you get complete coverage of the Western Wash- 


ington market, with an average 77% B. M. B. penetra- 


tion into the important counties bordering Puget Sound. 


The KJR market comprises 64% of the total population 


of the State of Washington. 


“And the beauty of it is”, KJIR blankets the great Western 
Washington trading area at 5000 watt rates. Compare 
with 50,000 watt rates for yourself. See your B. M. B. 


For more “beautiful” facts, talk with AVERY-KNODEL, Inc. 


* 5000 WATTS AT 950 kc... . 2... eee eens 


A Marshall Field alien tor western washington 


An Affiliate of the American Broadcasting Company 
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More and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
represents the most responsive 
audience of men available today. 


*A sportsman with an appreciation of the finer things 
of life—and the leisure and means to enjoy them. 


For instance, a recent survey shows that Spend-o- 
crats are 584% better prospects for skeet and trap- 
shooting equipment than non-sportsmen. 
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Farmers Urged 
to Spend More 
on Good Living 


WasHINGTon—The agriculture 
committee of the National Plan- 
ning Association suggested here 
last week that farmers avoid land 
purchases at today’s boom prices, 
and put their money instead into 


Recalling the farm real estate 
bust that followed World War I, 
the committee’s report, by Lowry 
Nelson, professor of sociology at 
the University of Minnesota, points 
out that dollars used for nutrition, 
housing and education of the farm 
family not only lessen the danger 
of land inflation, but also improve 
the standard of living of the farm 
family, adding to the sense of 
human satisfaction and well being. 


es The report emphasizes that it’s 
for the farmer’s own good to avoid 
a further land boom at this time. 

“Unless farmers invest their 


better living for their families— 


better houses and equipment, bet-|boom surplus in improved living 
ter food, clothing, education and|/it is liable to be washed away in 
unwise investments in land at in- 


medical care. 


39,029 out of 
a possible 39,500 


ALLEN - KLAPP CO. ° 


. . . Fort Wayne is a city of 39,500 families. 
Six days a week 39,029 copies of The News- 
Sentinel are sold in Fort Wayne. 
advertisers almost 100% home coverage. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 
NEW YORK — CHICAGO — DETROIT 


This offers 


flated values,” 
warns. “Indeed, the gains which 
farmers made from the improved 
prices during and 
following World War I were 
largely dissipated in speculative 
land buying. 

“Many farmers in 


taken a trip, sent their children 
to college, or used their extra | 
money other ways for self-im- 
provement and the enjoyment of 
life, lived to see themselves ten 
years later burdened with mort- 
gage debt which they could not 
pay.” 

According to the report by Dr. 
Nelson, concurred in by 25 farm 
leaders from all parts of the 
country, “Farmers are prosperous 
now as never before, but their 
prosperity is still so new it is not 
yet fully reflected in their stand- 
ard of living.” 


a The report pulls together figures 
on the present income of farmers, 
and on their present standard of 
living as compared with urban 
standards. Summarizing the need 
for improvement, it declares, “The 
number of farm homes without 
electricity, running water, flush 
toilets and private baths in this 
wealthy country of ours is apall- 
ling.” 

Pointing to the possibilities of 
the farm market, Dr. Nelson sees 
a need for approximately 2,000,- 
000 new farm homes; repairs for 


Broader Coverage: 
Greater Circulation than 
all other Daily Newspapers 
Combined on Florida’s 
fabulous Gold Coast, -- 
Winter Headquarters for 
many of the Nation’s Top 


industrialists and 


Business Leaders ... A 
$625,000,000 Year-Round 


Buying Market! 


~ the Miami Herald = 


PALM BEACH -- 
Glamorous resort city in a 
county of 118,000 people, 
with retail sales of more 
than $125 million. 


FT. LAUDERDALE -- 
Broward County, with its 
largest city Ft. Lauderdale 
has a year-round popula- 
tion of 53,000, retail sales 
of $52,815.000. 


elie 


GREATER MIAMI -- 
Comprising Metropolitan 
Miami, Miami Beach, Coral 
Gables, and others. Trade 
center for more than 12 
Florida counties. Perma- 
nent population over 
400,000, estimated number 
of visitors 2,000,000, and 
one of the highest per 
capita sales ratios of any 
major U. S. market. 


JOHN S. KNIGHT 
Publisher 
STORY, BROOKS & FINLEY 
National Representatives 
Affiliated Station 
WOAM. WOAM-FM 


GREATER MIAMI -- An International Market 


Advertising Age, December 6, 1£ 48 


Professor Nelson ' 


immediately 


1920 who’ 
might have improved their homes, | 


Trend of Retail Prices in October 

George Neustadt, New York, checks all retail advertising 
of about 90 consumer commodities in nine cities to deter- 
mine price trends. By special arrangement with Mr. Neu- 
stadt, ADVERTISING AGE each month shows the trend in prices, 
as well as total advertising support, of the 10 most significant 
or interesting commodities of the month. Prices shown here 
are the midpoint prices, meaning that half the advertising 
for each item featured a higher price than that shown, and 
half featured a lower price. The tabulation covers all adver- 
tising of each commodity in the measured cities—by all types 
of retail outlets and in all printed media. 


Average for month during October 


Ln 


Commodity 1948 1947 1940 
W&M silk or wool dresses.................. $ 18.00 $ 18.00 $ 12.88 
W&M fur trimmed coats...... Nibsscotihes 99.30 83.80 50.00 
W&M untrimmed coats .................... 42.20 39.00 16.52 
I a sretivcccendevedcedinecen ings | ae 10.32 5.52 
| SE eee ke . 43.36 41.84 28.20 
Men’s felt hats........... + EL. ae 8.65 9.40 4.65 
Neen nc ccccaencnavcbensecesonces 10.55 11.60 6.32 
TREE Ao RS 3.42 3.38 1.49 
Broadloom carpeting - hajicanitis ek boeadeess 8.76 7.38 3.90 
et EE oe < eee 94.40 110.80 57.84 

Advertising Linage Comparison 
1947 1948 % 

Commodity Linage Linage Gor L 
*W&M silk or wool dresses.............. 1,562,605 1,688,108 8G 
CG I a a ane 332,746 328,738 2 © 
W&M fur trimmed cloth coats........ 720,590 822,376 15 G 
*W&M untrimmed cloth coats.......... 841,710 1,036,299 23 G 
Fa EE ET 920,180 1,014,948 10G 
ae ee eae 780,096 1,076,002 38 G 
EE 588,072 677,152 15 G 
SES ee a a eB 149,537 128,838 14L 
Broadloom carpeting ................... .. 115,685 231,063 100 G 
ER Gs cenebedecieliarerephsaenensmccngiaasiapets 672,934 577,734 14L 


* Linage at all-time high for October. 


at least another 2,000,000; im- 
provements, such as electricity, 
running water, household conven- 
iences, and modern equipment in 
substantial quantities. In addition, 
he outlines a market for education, 
better diets, better medical care, 
recreation and travel, contingent 
on a desire on the part of farmers 
for a higher standard of living. 

National Planning Association is 
an independent, non-political, non- 
profit organization directed by E. 
J. Coil. Copies of “Can Farmers 
Afford to Live Better?,” No. 65 in 
the series of Planning Pamphlets, 
are available from National Plan- 
ning Association, 800 21st St., 
Washington 6, for 50¢. 


Director Crosby Sings 
for Vacuum Foods 


Vacuum Foods Corp., New York, 
processor of Minute Maid frozen 


orange juice concentrate, shooting 
for stations in major cities as a 
starter,» has launched its new 
Bing Crosby program on WCBS, 
New York; WHDH, Boston, and 
WCAE, Pittsburgh. The 15-minute 
daily transcribed program features 
Bing in the same sort of singing 
and commenting he does for Philco 
Corp. Wednesday nights on ABC. 
Doherty, Clifford & Shenfield 
expects to announce the signing of 
other stations for the program 
momentarily. Mr. Crosby made the 
series for Vacuum Foods after he 
became a director of the company. 


Ronalds Agency Appointed 


Ronalds Advertising Agency, 
Montreal, has been appointed to 
handle the Canadian advertising 
of Reis Scandals, men’s under- 
wear, for which Super Knitting 
Mills Co., St. Hyacinthe, Que., is 
Canadian manufacturer and dis- 
tributor. 
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It's Still Romantic 
to Work for Agency 
Men—Those Cards! 


PHILADELPHIA — Advertising 
agency executives are the most 
exacting employers but have the 
best senses of humor in the bus- 
iness world, according to some 
1,000 young ladies who work for 
Employers Temporary Service. 

Employers Temporary Service, 
with offices in six large cities, 
polled its full-time stenographers 
and typists who are “borrowed” 
by other employers on a temporary 
basis to fill in during emergencies. 

According to Robert Von Hoffen, 
head of the national firm, his girls 
also decided that advertising men 
work them the hardest. Advertis- 
ing agencies, consequently, have a 
bigger turnover of office help. 

Nevertheless, according to Mr. 
Von Hoffen, his employes prefer 
working in advertising and news- 
paper offices over all other types 
of businesses or professions, 


s “They feel there is something 
romantic about taking letters from 
big executives to other big execu- 
tives and then seeing the results 
in newspapers and national maga- 
zines,” he said. 

Employers Temporary Service 
girls also have found that lawyers 
are more particular about their of- 
fice help than all other groups 
combined. The average business 
man wants abjlity and willingness 
to work; medical men want dainti- 
ness and cleanliness. In fact, very 
few business men consider brains 
in their office help important. But, 
when they get a girl who is unusu- 
ally intelligent they won’t let her 
go. 
Mr. Von Hoffen said the average 
business man wants a girl who will 
work long hours and hard, and yet 
not complain. 

Employers Temporary Service 
maintains offices in Chicago, Phil- 
adelphia, New York, San Fran- 
cisco, Milwaukee, Detroit. 


Zenith Introduces TV Sets 

Zenith Radio Corp., Chicago, 
is introducing its new Giant Circle 
television sets in the Chicago area. 
Zenith’s first video sets, the nine 
models, ranging from $390 to $1,150 
in price, have a round screen said 
to give larger, clearer and brighter 
images than rectangular screens. 
A Bull’s Eye tuner automatically 
locks into proper position all tun- 
ing factors. 


The 45,000 monthly distribution of 
TSN is now CCA, It is the largest trans- 
portation list covered by any publication 
and no transportation paper can show 
better tangible evidence of readership by 
a monthly audience of over 100,000. 
TSN was founded September, 1945. Write 
for CCA statement, latest issues and 
market data—418 S. Market Street, Chi- 
cago 7, Ilinois. 
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Visit TSN Booth number 55 at the 
Materials Handling Exposition, 


Jan. 10-14, 1949, Philadelphia, Pa. 


CBS-TV Signs Theis 

H. Grant Theis has been ap- 
pointed to handle film syndication 
for CBS television in New York. 
He has been a member of the sales 
staff of WTOP, Washington, since 
March. 


Beaver Brush to MacLaren 


Beaver Brush Co., Montreal, 
manufacturer of brushes _ for 
painting, shaving and _ artists’ 


work, has appointed the Montreal 
office of MacLaren Advertising 
Co. to direct its advertising. 


Kerr Glass Names Miner 

Kerr Glass Mfg. Corp., Los An- 
geles, manufacturer of home can- 
ning equipment, has named Dan 
B. Miner Co., Los Angeles, to 
handle its advertising. 


SPACE FOR YOUR MESSAGE 


in the heart of the World's 
Playground, Atlantic City 


YOUR ADVERTISING MESSAGE 


displayed on this bulletin at Pennsylvania 
Ave. & Boardwalk will completely cover 
the many millions of yearly consumer- 
visitors. 

Write for Details Today 


ATLANTIC CITY 
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USE THE TEST THE HOME FOLKS USE 
TO GET ADVERTISING RESULTS 


IN PITTSBURGH 


tising media 


THE PITTSBURGH PRESS of Total 
Home folks in Pittsburgh know only one test of adver- (daily and Sunday)........... 833,691 65% 
results. When they want to sell a table Second paper (daily and Sun.).. .251,345 20% 
or rent a room, they advertise where they know they'll Third paper (daily only)...... .. 196,194 15% 


make a sale. Just check Pittsburgh classified advertis- 
ing volume. You'll find that Pittsburghers place many 
more classified ads in The Press than in the other 
two newspapers combined. 

Classified advertising gives direct, on-the-spot evi- 
dence of a newspaper’s pulling power in its community. 
From long experience of their own, their friends and 
neighbors, Pittsburghers know that The Press is the 
one local newspaper they can count on to do their 


sales jobs for them. 


During the first ten months of 1948, The Pittsburgh 
Press carried 65% of all classified ads—56% of all 


REPRESENTED BY the General 
Advertising Department, Scripps- 
Howard Newspapers, 230 Park Ave- 
nue, New York City. Offices in 
Chicago, Cincinnati, Detroit, Fort 
Worth, Philadelphia, San Francisco. 


NUMBER OF CLASSIFIED ADS 
IN PITTSBURGH NEWSPAPERS 


10 months—January through October, 1948 


classified linage-—-appearing in all three Pittsburgh 
newspapers. 

This is the best proof you can get of advertising results 
in Pittsburgh. Use it as your one guide to success 
when you place advertising to reach this big market. 

Your Press Representative can give you all the facts 
and figures you want about the Pittsburgh market. 
Every Scripps-Howard Representative is a Press 
Representative. 


IN PITTSBURGH—IN CITY CIRCULATION—1IN CLASSIFIED ADVERTISING 
IN RETAIL ADVERTISING—IN GENERAL ADVERTISNG—IN TOTAL ADVERTISING 
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‘Argosy’ Publishes New 
Merchandising Paper 


. Argosy, New York, last week 
launched three new merchandising 
editions of Argosy Advance, a pre- 
view of what advertisers in the 
liquor, sporting goods, and drug 
and toiletry fields are planning to 
do for the Yule and winter season. 

John E. Miller, advertising man- 
ager, said the pre-season issue is 
an effort to increase the mer- 


. thandising efforts of retailers and 


i 


manufacturers in the fields cov- 
ered. Editorial columns are open to 
all companies, with advertising 
space open only to Argosy adver- 


tisers. The next edition of the 
Advance is scheduled for next 
spring. 


~BURBANK, CALIF.— 


Population 76,681 
1S THE HOME OF 
LOCKHEED AIRCRAFT 


and the 
BURBANK DAILY REVIEW 
Burbank's Only Daily Newspaper 
(Est. 1908 ) cnnnssssse 


Federal Agencies Squirm As 
Budget Bureau Trims Funds 


WASHINGTON—President Truman 
is trying desperately to enter his 
new term with the most stringent 
federal budget in recent years. 
Contents of this budget remain a 
“top secret” until it goes to Con- 
gress next week, but the marble 
corridors are echoing with cries 
of anguish as the Budget Bu- 
reau goes about its job, merci- 
lessly deflating post-election am- 
bitions of various agencies. 

Defense establishments are still 
trying to bully their way through 
a $15 billion spending lid im- 
posed by the President. Their 


Advertising 
Photographs 


‘act 
(Géta- 
° 


Sala al 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


“, 


1721 Ne. Wells S$t., Chicago 14 


By STANLEY E. COHEN, Washington Editor. 


spending plans, however, and the 
ambitions of old line agencies are 
stubbornly resisted by the Presi- 
dent’s economic adviser, Dr. Edwin 
C. Nourse, who fears the infla- 
tionary implications of additional 
government spending. 

Old line agencies like the Com- 
merce and Justice Departments 
had hoped to recover some of the 
funds stripped away while Rep. 
John Taber (R., N. Y.) was the 
congressional “Scrooge” holding 
the public purse strings. Except 
for the Labor Department, which 
had suffered more than any other, 
they are generally being held to 
the levels set by Taber. In fact, 
in. most cases, they are being 
forced to absorb the $330 per man 
wage increase voted by Congress 
in June. 

The President has developed 
a close post-election working al- 
liance with former President Her- 
bert Hoover,.who is putting the 
finishing touches on a vast blue- 
print revamping government ma- 
chinery in the interests of economy 
and efficiency. Hoover proposals 
going to Congress next month 
cover everything from salaries to 
structural organization. Follow- 
ing a 45-minute White House visit 
Tuesday, Mr. Hoover said he hoped 
to telescope 70 major government 
agencies into 10 cabinet posts and 
six new, major agencies. Other 
proposals involve new procure- 
,ment and bookkeeping systems; 


THE 
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As seven-leaguers—by train, plane and car—Elks are outstand- 
ing. For example, 56.2% enjoy one or more pleasure trips a 
year...31.8% take five or more such jaunts annually. What's 
more, 83.3% of all Elks possess pleasure cars... 51.9% are 
business owners, and you know how they cover ground. These 
are but a few of the many facts revealed by the new Stewart, 
Dougall survey. For full information, see “Portrait of an Elk.” 
It pictures a male super-market. Write or phone today. 
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higher salaries for all upper 
bracket employes; semi-autonomy 
for the Post Office Department; 
a complete State Department re- 
vamping, including delegation of 
“Voice of America” and other pro- 
paganda work to a semi-public 
foundation. 


With the political season offi- 
cially closed, Atomic Energy Com- 
mission Chairman David Lilien- 
thal tried to dispose of a sugges- 
tion proposed by Republican Can- 
didate Thomas E. Dewey, visual- 
izing private development of the 
“industrial” atom as compared 
with the “military” atom. Lilien- 
thal says the two are inseparable, 
and that continued federal control 
of the atom seems inevitable. While 
industry can participate through 
plant design and management, 
Lilienthal says atomic reactors 
are too expensive and too dan- 
gerous for private hands. Reactors 
currently cost $50,000,000. More 
important, atomic power planis 
are also atomic bomb arsenals. 


Sen. Ralph Flanders (R., Vt.) 
opens a series of hearings Dec. 7 
which may influence tax, rationing 
and other conirols considered by 
the next Congress. A “liberal” 
Republican, Flanders is calling in 
top people from indusiry and labor 
to discuss “unprecedented” busi- 
ness profits. His hearings—which 
will undoubtedly tie in with any 
new efforts to “talk” prices down, 
will delve into profit volume, based 
on investment and sales; pro- 
portion of profits distributed as 
dividends; increased wages, lower 
prices; reserves; taxes, and im- 
proved and expanded plant faci- 
lities. 

sea 


FCC was startled to learn, last 
week, that Sun Newspapers, Balti- 
more, will return a permit which 
it holds for construction of a new 
standard broadcast station—not 
so long ago a valuable franchise 
in a metropolitan community like 
Baltimore. Sun papers say they are 
too busy with new television and 
FM stations to meet a Dec. 15 
deadline for work on the standard 
outlet. 


A Census Bureau estimate of 
the school age population—ages 
5 to 17—underlined last week what 


educators and makers of juvenile 
items probably have realized right 
along: that the problems and 
opportunities generated by the 
high wartime birth rate are still 
ahead. As of July 1, 1947, Census 
Bureau found the school age popu- 
lation actually 428,000 below 1940 
because of the low 1935-42 birth 
rate. As yet, the wartime “bumper 
crop” of babies has exerted its 
influence only on the !ower grades 
of the schools, and the younger age 
groups of juvenile clothing, toys 
and other needs. 


*Defense establishments are hold- 
ing their own investigation of 
Army post exchanges and Navy 
ship stores, to determine whether 
they compete unfairly with retail 
merchants, as charged by the U. S. 
Chamber of Commerce (AA, Nov. 
29). Army says post exchanges 
can’t undercut too badly since 
they must earn 6% for welfare 
funds. Army and Air Force ex- 
changes do $130,000,000 a year, 
75% of it from tobacco, candy, 
soft drinks, food in cafeterias, uni- 
forms, insignia and similar items. 
Ship stores do half that »mount. 


Ferguson Appoints Two 


Morris E. Fonda, formerly as- 
sistant to the president of Friends 
of the Land, has been appointed 
publicity manager of Harry Fer- 
guson, Inc., Detroit, producer of 
farm tractors and equipment. 
Frederic A. Lyman, with Fuller 
& Smith & Ross since 1936 as 
account executive for Harry Fer- 
guson, Inc., has been named pro- 
duct education manager of the 
Ferguson organization. 


NBPA Elects Chapman 


Lansing Chapman, Medical Eco- 
nomics, has been elected president 
of the National Business Papers 
Association. Other officers elected 
are: L. C. Fletcher, Electrical 
Manufacturing, and R. L. Putman, 
Putman Publishing Co., vice-presi- 
dents; F. Morse Smith, Industrial 
Equipment News, secretary, and 
Leonard Tingle, Butterick Co., 
treasurer. 


Rapp Joins Campbell-Mithun 


Clyde E. Rapp, formerly ac- 
count executive at J. Walter 
Thompson Co., Chicago, has joined 
Campbell-Mithun, Chicago and 
Minneapolis. He will devote much 
of his time to the development 
of plans for the F. W. Fitch Co. 
account, recently acquired by the 
agency. 


way advertising covers 


New York City with 5.8% of the 
country’s families has 7.4% of the 
country’s effective buying income, 
which is 33.1% higher per family 
than the national average. How sub- 


is indicated by the fact that, of all 
New York City’s adults........ 
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NEW YORK SUBWAYS ADV. CO., 


INC., 630 FIFTH AVE., N. Y. 20 
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Newark Sundoy News 


Gravure Magazine 


(See Peges 12, 13) 


... in New Jersey's ONLY locally 
edited Sunday Magazine 


. «in one of America’s most 
INFLUENTIAL newspapers 


. in one of America's TOP markets 


ot 
Member of the 
LOCALLY 


EDITED | 
GROUP 


Printed by Semdere 
Gravure, Louisville, ®Y- 


@ FIRST ISSUE cLosts : 
JANUARY 3. 19 — 


NEWARK 1, NEW JERSEY 


*+SUNDAY MAGAZINE 


O'MARA & ORMSBEE, Inc., Representatives 


F : “ ee ee 
ee 
194¢ a aaeamaamamammamaamcaaaaacaaacaaacaaaaaacccaaacacaaccccccmccmaaaaaal : A ’ 
ight ae 
and } ca 
the ie 
still oe 
nsus ee 
opu- ae 
1940 : ka a 
pirth ’ ' ry 
its 2 ie 1 "9 Bae : — 
ades . 9 ; , > ; x. sa oo ° 
age | ~ ey i} te 
Vv p . a wt eg 
= E : ey ee Pe le 
ri pee om 
y Dd a | + + Le 
| ‘\ mies | Fh =. 
old- ; : 7 ee 4? - f i r aa 
—_ 1\ ti 1 a e454 : r . oa ae 
= . ee OS - 
avy re oy Ae Be ae 
te . 2. a 
ther ~~" iv / Dad Y oy a if : Ene 
tail A ; 7 \ A aot Pee 
fe Lh rs a " 
. |. | © > 
ges "\ ee ¥: be (CE: (na 
fare eR AAG Be Sond ee \\ay 
a “ a4 \ h/t me VS. | | 
as! “ 2 an 17 iy: ‘ a * 4 ‘ S e ia \ » ea : a ge 7 
ear, Ps >: iN eh oe . ee ste 
idy, OR A), a ome p Qe ogee s Se es Re 
i CE a ES ee eee xs 
ini- ie SIR, =e oi les oe id , f “G Te -\ > ae * ee 
Bh SS oe 7 | a OS ae A 
ms. ito, / eee Pe At Pe 
int. ca a B 5, tee F 2  * a + ee ma \n i nee 
Fie "4 Pa ee es r\ ! —- “. i oe pe 
* ; i “ hes rd ys bm ‘5 ; y a vi se 
am a” °F eae £ Py H ‘“ 7 
¢ ae , hat > * += bw ‘ ary ae. : 4 
, aaa / ‘- aus fo ; , Bi. ‘ Ne task r 
as catia - : ae PRA Foe, Mags ¥ 
nds tt - Sn. aw ee a eb tit Hy a. : 
ted ‘ ~ we ~ ae < aa * — - eee 
) Seas fi ' : se } Ss 1 rae “: 
"oe oe. % a ae | | oN /o \. Pie eae ‘s 
of eS EP et \ li fit al eee Selle — 
nt. an a ee + waa Nd >," ae fiver ee ~~» § oe 
ler iguiiti a fee 4 ee «oe see ey ie 
ad <i se . as a 
. a Pe ens I Ye i, - «sql . 
ae i Th. ee me “ 
ro- SE Tee ? a é = a — = - . : 
the re § ~ — es ee ee 
. oe eS ot. . PORE a cos ey See C 
Section V 7 
JERSEY MERMAIDS AT LAKE MOHAWK oo | . 
"0 he 
ant . “a a 
ers Sn 
ed a iiial 
cal i) ge 
tak 
an, 
si- , 
ial oe 
0., pc 
iia 
ic~ 4 
er ‘ 
ed 
nd é : 
ch hae 
nt 
0. ee 
at é ae 
ie eto ee ie Digan teh 
= or 4 * Fe ese sy 
Ss - ee F “i ie [oa 
Bt on i eee SF, th Legh » Bu ae 
Nae k ti AP gf oe ; bie tiers 
, #3 oa e : ae 
me - . te 
— wh md et. 
ie eel Se th ea 
Ls eG ee 
: aa : oe eae 
* : gee 
i= et se a : 
si: E , . ; 2 i on 
. © ) Ps . oot a Pe 
te = ave 8 2 ; 7m 
: V4 A BR a, OS ; ae 
7 eueae oo} AS. ty iin Ei 
. > a Bes 2 Pe ters eo 
rs . oS ae ae sf oe 
Re ee een: se ‘a bY ian . 
‘ a St be Eig Be ‘o , Sie Se ge oe y 
¥ ak 3 om re: L nace gap ee = ee 
of oe AS ia OY ge — si . a ‘ = OS a. \- oi 4 Z Fi 3 a ‘ae 
: a 
eS 
PREM Se eg a PO Ra Se ih SMe Ln oe 3 a AS ee a eles en ee ae te Ps abe ar ies aa ert es SNE) Me eee be a a emt ae GE Lean eee ob ; by Ubeiattas ngs YOR a ; ae enn a eck 


_ Hearst Advertising 


, Service last week released a new 


‘ household appliances, food items 
’ and cosmetics and toiletries. 


. 5,454 personal interviews in the 
| corporate city areas of Albany, 


' burgh, San Francisco and Seattle. 


/ elimination of interviewer bias, 


Issues New Study 
of Ten Markets 


New YorK—Hearst Advertising 


ten-market study covering market 
characteristics, vacation activities, 


The study, made for HAS by 
Alfred Politz. Research, embraces 


Baltimore, Boston, Chicago, De- 
troit, Los Angeles, New York, Pitts- 


All product information is shown 
separately for each of the ten indi- 
vidual markets, and in addition a 
ten-city market picture is shown, 
along with statistics on the Hearst 
housewife audience. 

The survey, made from April 
23 to May 25, uses many of Politz’ 
pet techniques—randomization, 
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Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services ... and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted . . . 
with your name or trade 
mark .. . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


STANDARD PRESSED oyeee co. 


JEMRINTOWN, PA. Bon 


and not-at-home representation. 

For most marketing men, one 
of the most interesting things to 
be. learned from the study is the 
relative position of brands in a 
market. Nucoa, for instance, is the 
leader in the ten-city market, but 
is fifth in Pittsburgh, trailing All- 
Sweet, Parkay, Blue Bonnet and 
Mrs. Filbert. 

The study was financed by 
Hearst Advertising Service, not 
by its member newspapers, and 
is believed to be the first such 


study financed by a representing 
organization. Herbert W. Beyea, 
general manager of HAS, is cred- 
ited with planning the study. 


Adds New Paint Division 


Sessions Clock Co., Forestville, 
Conn., has added a new division 
for the manufacture of Sesco lac- 
quer and enamel for industrial use. 
The new product will be manufac- 
tured under the direction of J. R. 
McCullough, formerly with Sher- 
win-Williams and the Zapon divi- 
sion of Atlas Powder Co. 


Goodyear Transfers Dunn 


A. W. Dunn of the public rela- 
tions department of Goodyear Tire 
& Rubber Co. has been transferred 
to the aviation products division 
and has been appointed manager 
of the division’s Dayton office. 


Browne to Join Y&R 


Raymond Browne, account ex- 
ecutive on Rheem Mfg. Co. at 
Foote, Cone & Belding, will join 
Young & Rubicam, New York, as 
an account executive at the end 
of this year. 
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Lectrolite Appoints Swink 
Howard Swink Advertisin 
Agency, Marion, O., has been ay 
pointed by Lectrolite Corp., Def 
ance, O., to handle advertisin 
and publicity for Tru-Fit autc 
motive tools. Domestic and expo: 
business papers will be used. 


Joins ‘Financial Post’ 


James H. Bedford, formerly a 
account executive of McKim Ad 
vertising, has joined the adver 
tising sales staff of the Financic 
Post, Toronto. 


The key publication of the GE employee relations effort is 
this Supervisor’s Guide—in effect the “sales manual” that 
helps each foreman become a “retail salesman” of the “‘job- 
package”’ GE is trying to sell its employees. (Copies avail- 
able to interested business men—see box on opposite page.) 


Here at General Electric we always 
felt free to claim some success in satis- 
fying our product customers and our 
risk customers (our owners). But when 
it came to our employees—our job 
customers—we had to admit that our 
efforts had produced mighty little 
satisfaction, 

Could it be that some of this em- 
ployee dissatisfaction was our fault? 
Did the “job-package” we offered 
them need remodeling ? 

Early in the summer of 1947 we de- 
cided to take three steps toward bet- 
ter over-all marketing in this vital 


field: 


1. Quit blaming employee dissatisfac- 
tion on the New Deal, Joe Stalin, 
and bum labor leadership. 

2. Make sure we had an improved and 
acceptable job-“product” to sell. 
3. Start applying the sound procedures 
of sales analysis, sales training, and 
educational “advertising” to this 

new selling problem. 


The “Job-Packa ge” 


We're not kidding ourselves when 
we think constantly in terms of first 
deserving and then selling each em- 
ployee on giving his full s&é/l, care, 
and effort while at work. That is the 
price tag we place upon the improved 
job-package we now have to offer. 
That job-package takes the form of 
these nine “buyer benefits:” 

1. Good pay 

2. Good working conditions 

3. Good bosses 

4. Steady work 


6. Respectful treatment 

7. The facts about what's going on 

8. Belief in the individual's job im- 
portance 

9. Satisfaction that comes from accom- 
plishing something important 


Planning the Sales Job 


It will surprise no advertising or sales 
executive to learn that we first under- 
took a thorough research program. We 
had to find out what the employee 
likes and doesn’t like and what he 
knows and doesn’t know—about his 
job, about us, about his boss, and about 
the economic and political system that 
surrounds his job and his company 
with opportunities and limitations. 

To get this “market” information, 
we employed the following means: 


A. The establishment of a 2-way flow 
of information between each level 
of management and _ employee, 
through informative meetings. 

B. The “question and answer” feature 
of our works newspaper. 

C. In-plant surveys. 

D. Community surveys. 

E. Readership surveys of our works 
newspapers and community ads. 

F. Pretesting of employee relations 
programs. 

G. Studying the findings of outside re- 
search specialists. 

H. Studying the experiences of other 
industrial companies. 

I. Studying the publications of or- 
ganized labor. 


After we gained some knowledge 
of our employees’ viewpoints, inter- 


5. A chance to get ahead 


How G.E. is Trying to 
Sell Employees 

on Giving Full Skill, 

Care and Effort at Work. 


by L. R. BOULWARE, Vice-President 


GENERAL ELECTRIC COMPANY 


L. R. Boulware, Vice-President in charge of Employee Relations, General 
Electric Company, is Chilton’s “Guest Conductor’ of these pages this 
month. He tells how important General Electric considers its obliga- 
tions, first, to do its best to make jobs better and leadership better and 
then to help correct damaging misinformation in the minds of em- 
ployees and public. He describes how GE is trying to go about this. 


ests, and needs, we were ready to pre- 
pare our improved nine-part job-pack- 
age and then our accompanying sales 
ammunition; and then to train our 
sales force (which, of course, is our 
supervisory personnel), 

Each foreman, supervisor, or opera- 
tions head is the ‘“‘retail salesman’ of 
our improved nine-part job-package. 
He's our point-of-sale contact who 
must give the employee what he wants 
by way of an improved job, improved 
leadership, and improved information. 

All the best intentions in the world 
—all the fine literature—all the im- 
proved working conditions—might as 
well be forgotten if the employee 
thinks, or has reason to believe, that 


his immediate superior is a dirty so- 


and-so. 

To each employee, his immediate 
boss is Mr. General Electric. 

So we don’t think of our selling 
job in terms of our 197,000 em- 
ployees. We think of it in terms of 
15,000 small individual groups of 5 
to 25 employees; each group around 
one boss. 

We do everything in our power to 
help that boss become, first, a better 
leader and, second, a good salesman 
of our improved nine-part job-pack- 
age. 

We have produced a supervisor's 
guide, which is his sales manual. 

We have produced a dramatized 
“road show,” which is our employee 
and community relations presentatio 
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l'exaco’s Berle 
Sets Video Record 


New YorK—Milton Berle ins the 
Texaco Star Theater” broke all 
wrevious rating records for radio 


_nd television with an 80.7 score on 


he November Hooper Telereport 
‘cor New York. The previous high 


was a 79 for President Roosevelt’s 


ieclaration of war speech follow- 
ng Pearl Harbor. 
The Texas Co. also led the field 


in sponsor identification with 96% 
of the viewers able to identify it 
as the advertiser furnishing the 
amusement. 

Other winners: 
Toast of the Town (Emerson), 


IIT pach nc. cxesntessnteinsecbesi 51.8 
We, the People (Gulf Oil), 

\ °C <a. ee 46.4 
Small Fry Club (General 


| fo eet 36.5 
Amateur Hour (Old Gold), 

5 f+ RSE. NS Oa eas 31.9 
Kraft Television Theater, 


. , a aT: 30.2 
Chevrolet on Broadway, 

WNBT ....... Bt cca sccd washed 29.9 
Americana (Firestone), 


ERE 
Paul Winchell (Bigelow), 

ER 7 eee ..25.4 
NBC Symphony, WNBT............ 24.5 
Annenberg Joins ‘Tide’ 


Marion Annenberg, former sales 
promotion director of WINS, New 
York, has joined Tide, New York, 


as advertising promotion manager. 


Visual Elects Pfeifer 

Carroll L. Pfeifer of Visual 
Methods Co., New York, sales 
training and promotion organiza- 
tion, has been appointed secretary 
and elected to the board of direc- 
tors of the company. 


B&B Names Bottfeld 

Philip M. Bottfeld, formerly in 
charge of Benton & Bowles pub- 
licity in Hollywood, has been 
transferred to the agency’s New 
York office as assistant to Richard 
K. Bellamy, director of publicity. 


to supervisors and professional em- 
ployees. 

We put out a special house organ, 
“Employee Relations News,” for the 
supervisory personnel. 

In short, we try to do as complete 


and intensive a job of training these 
“retail salesmen” as any GE. sales 
manager does with his personnel. 


The Educational or 
“Advertising” Program 
The group meetings we have with 
employees are fine. We always hope 
they'll remember some of what our 
supervisors tell them—just as we try 
to remember and act on what they tell 
us. But we've made the most progress 
in this sales job by repeating the sim- 
ple fundamentals in black and white, 
where the employee can read them and 
refer to them when he meets some- 
body who tries to give him an argu- 
ment. 

And through the printed word we 
can multiply our story at reasonable 
cost to the people who influence our 


employees. As a matter of fact, we 
use one of our house organs, “The GE 
Commentator,” and our community 
newspaper messages for the same rea- 
son Chilton’s advertisers use business 
papers—to reach, with the same con- 
vincing story, not only the ultimate 
purchaser, but all the people who 
might influence him in any way re- 
garding our product. 

These “GE Commentators” cover 
in simple, easy-to-understand pictures 
and words such topics as: 

“What did General Electric earn— 
and who benefited?” 

"GE keeps trying to make jobs bet- 
ter” 
“Why does food cost so much?” 

“How does General Electric feel 
about unions?” 

“How can we all live better?” 

GE believes in heading straight into 
controversial topics of mutual concern 
and letting the chips fall where they 
may. We believe that our employees 
and their neighbors are not getting all 
the facts, straight—but they want 
them straight! 
And that’s what 
we try to give 
them, even 
though it hurts 
—even though 
some might 
wonder at our 
being so honest 
in admitting 
some of the 
present faults and past mistakes of 
business in general and ourselves in 
particular. 

We spread this information as to 
the efforts we are making to improve 
our employees’ jobs and our ideas of 
correct economics far beyond our em- 


ployees and their immediate neigh- 
bors. We send this material to labor 
leaders at all levels. We attempt to 
supply it to public officials at all 
levels. (All U. S. congressmen and 
senators receive our Commentator reg- 
ularly. ) 

We send this information willingly 
to other business men and to various 
community and national leaders, such 
as clergymen, college presidents, eco- 
nomics teachers, editors, columnists, 
radio commentators, and other influ- 
ential people who help mold public 
opinion and who help us critically ex- 
amine our own ideas. 

After all, each employee is subject 
to hundreds of influences other than 
that of his immediate boss on his GE 
job. So we consider it part of the 
selling job to give “all the buying in- 
fluences” as much correct information 
as we can. 


W here Do the Unions Come In? 


The unions can come in any time any- 
where. This is a serious job improve- 
ment program. We want the interest 
and help of all who can be interested 
in the program. 

This is no “union-busting” pro- 
gram. Far from it. It should be a 
“union-improving” program—and a 
union-improving program along the 
lines good union members and good 
union leaders want improvement. 

By ‘good union leaders’’ we don't 
mean those who agree with us, but 
those who seriously and solely repre- 
sent the long- as well as the short-term 
best interests of the employees they 
represent. General Electric will settle 
for that because that will be almost 
exactly what's best, also, for customers, 
stockholders—and management. 


offered to make available, at no cost, single samples of their 


| Journal and Review of Optometry 
Commercial Car Journal © The Spectator Life Insurance in Action 


© 


Employee and Community Relations Material Available 


For some time, Chilton has been stressing the importance of house organs, or their Supervisor's Guide. Larger quantities 
bringing before the American people the true story—the actual may be had at cost. Even the ‘‘Road Show,” which explains 
| facts—about the American system of enterprise and how it the whole GE program to management—with talking colored | 
operates for the good of all. We at Chilton believe that this 1s movies and slides, besides five “‘live’’ addresses by GE repre | 
| a job in which every one who believes in our way of life must sentatives—-is being made available to interested management 
do his share. This advertisement tells how General Electric and personnel groups on request. 
Company is doing tts part. Just drop us a line and tell us what you're interested in, and | 
Mr. Boulware, Vice-President of General Electric has kindly we'll get single copies for you, or a price quotation for larger | 


quantities. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Streets 
Philadelphia 39, Pa. 


The Iron Age * Hardware Age * Department Store Economist ® Boot and Shoe Recorder * Motor Age ® The Optical 
¢ The Jewelers’ Circular-Keystone 


Distribution Age. 


100 East 42nd Street 
New York 17, N. Y. 


© Automotive Industries 
© The Spectator Property Insurance Review 
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ANOTHER MANZ IDEA 
MIGHT DO THE TRICK! 


Wao pecipes whether or not an 
idea is good? 

The man who creates it? No. 

The man who buys it? No. 

The merit of an idea can be meas- 
ured only by the quality and quan- 
tity of profitable results returned by 
the market. The buyers—whether 
dealers, jobbers, or consumers—give 
the final nod of approval or disap- 
proval. If they buy in satisfactory 
volume, then—and only then—can 
the idea be called good! That is why 
the Manz Creative Department goes 
to its great lengths to ascertain what 
the market reactions will be to an 
idea before it is submitted. 

A couple of examples: A manu- 
facturer of sweaters and bathing 
suits felt that their sales in certain 
sections were not up to par. We were 
asked for ideas. But because no one 
knew the symptoms, we sent a Manz 
man into the territory to call on the 
trade with a line of the manufac- 
turer’s merchandise. We soon dis- 
covered the trouble and wrote a pre- 
scription which cured the sales ill. 

Another time, a floor covering 
manufacturer was planning a sales 
tool for the retail trade. Before we 
submitted a single recommendation, 
three Manz men were assigned to the 
field, calling on department stores, 
retail floor covering stores, and 
others who would be using the mate- 
rial. We wanted authentic informa- 
tion first hand! 

Every mechanical operation for pro- 
ducing sales making printed matter 
is conducted under the single roof of 
Manz. Typesetting: in one of the 
largest and most complete composing 
rooms in the nation. Engravings: in 
the engraving department which 
made the first halftones west of New 
York. Letterpress printing: in the 
press room that pioneered multi- 
color printing. Offset printing: in a 
department composed of the newest 
offset equipment from one-color 
presses up to huge, fast four-color 
machines. Paper curing: in a de- 
partment where every measure is 
taken to assure quality and register. 
Inks: made in our own department 
where the mills turn constantly. 

Ask for a Manz man to explain 
this great combination of creative 
and mechanical facilities found only 
where 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave! 
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is data is from the Market Research Company of 
America’s ““Chronolog’”’—a new kind of diary in 
which thousands of families recorded their current 
possession of magazines and their actual purchases of 
many basic consumer products. These families, se- 
lected by the latest scientific sampling methods, 


represent a true cross section of all U.S. families. 

The developer of the Chronolog received from the 
American Marketing Association a Meritorious Serv- 
ice Citation in 1947 for this “‘outstanding accomplish- 
ment in improving the technique used in continuing 
consumer surveys.” 
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41% of all 


HAND LOTION 


opened in the 


U.S.ina Single day 


was opened by 


LIFE-Reading Families 


» . 


f 


¢ 


ALSO: | 


36% of all Face Powder 
35% of all Tooth Paste 
46% of all Shampoo 


and similar quantities of 17 other basic consumer products 


...evidence that America’s biggest weekly magazine is 
also America’s most powerful medium for selling con- 


sumer goods! 


9 Rockefeller Plaza, New York 20, ro) Y 
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7 Company Papers 
. Hit Huge Total, 
_ Survey Reveals 


Circulation Is Near 
50,000,000, Editors’ 
Council Report Shows 


Cuicaco—Industrial publica- 
tions in the U. S. and Canada 
_ boast a total monthly circulation 
} of 49,282,900 and their combined 
. budgets per year amount to $108,- 
849,752, according to tabulations 
of the first international survey 
of industrial magazines and news- 
| papers. 

The report is based on a one- 
third mail return to a question- 

. naire sent to approximately 6,000 
~ editors throughout the U. S. and 
Canada by the research committee 
of the International Council of 
Industrial Editors. Facts covering 
this broad field were assembled 
under supervision of Charles J. 
Morse, Peoples Gas Light & Coke 
Co., Chicago, who was president of 
ICIE last year. 

In order to keep the results in 
balance, the tabulations do not in- 
clude a number of trade and as- 
sociation publications, nor the big 
circulation issues of external pub- 
+} = lications such as those of the util- 
ity companies. While there was a 
considerable response on the part 
of external editors, the committee 
explained that the internal or em- 
ploye publication field is the one 
in which the questionnaire was 
intended to be most useful. 


) 
; 
a] 
] 
7: 
| 


es The committee estimates that 
there are 4,050 internal publica- 
- tions in the U. S. and Canada; 
1,160 external; 420 trade and as- 
sociation, and 360 miscellaneous. 
j Their frequency of publication 
ranks this way: Issued daily, 48; 
weekly, 750; monthly, 3,213; bi- 
weekly, 365; bi-monthly, 1,240, and 
quarterly, 384. 

Their total monthly circulation, 
49,282,900, represents all types of 
industrial publications, while the 
figure representing their combined 
budgets, $108,849,752, includes sal- 
aries, printing and engraving, post- 
age, artwork, etc. 

Of the publications covered, 
30.1% have been enlarged or ex- 


been reduced in size. Since V-J 
Day, changes in format, size or 
number of pages have been made 
by 19.6%, and changes are planned 
in the near future by 14.6%. 

Of the entire group, 3,153 pub- 
lications are distributed through 
the mail; 2,253 are handed out at 
plant or office, and 594 are placed 
where they can be picked up. 


s Magazine-style format is used 
by 2,883 publications, newspaper 
style by 2,080 and other formats 
by 1,037. Enamel stock is the paper 


employed by 3,974, newsprint by 
1,358, mimeograph paper by 128, 
and offset paper by 539. Processes 
used include: letterpress, 4,885; 
offset, 539; mimeograph, 128; plan- 
ograph, 33, and rotogravure, 18. 

About 65% of the editors handle 
the entire production job, or have 
part-time assistance either from an 
outside agency or from within the 
organization; and of this group 
32% also take their own pictures. 
The editors report to other execu- 
tives in this ratio: To the president, 
16.5%; executive vice-president, 


12.8%; editorial board, 2.3%; ad- 
vertising manager, 10.2%; public 
relations director, 10%; general 
manager, 8.5%; personnel director, 
13.4%; industrial relations director, 
8.2%, and others, 85%. Salary 
ranges of editors were divided 
into four main groups: $100-$300 
per month, 25.5%; $300-$500, 
41.2%; $500-$800, 13.6%, and over 
$800, 2.5%, while 17% did not re- 
ply. . 

Of the publications included, 
the survey found that 7.1% had 
been published one year or less; 
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29%, between 1 and 5 years; 29.5 .. 
between 5 and 10 years; 20.1%, t »- 
tween 10 and 20 years, and 19.5 ;. 
over 20 years. Among the edito s, 
11.1% have held their jobs o e 
year or less; 69%, 1 to 5 yea);: 
12.5%, 6 to 10 years; 3.9%, 11 0 
15 years; 1.3%, 16 to 20 years, aid 
1.5%, more than 20 years. 

The survey disclosed that 66.3 ; 
of all internal publications do n >t 
print news of union activities, 
21.1% do print such news reg '- 
larly, and 12.4% did not answer. 
Of all categories, 67% of indus- 


Any resemblance to 
your best customers 


fi: 


The average TIME man owns 4 business suits, 2 
sports jackets, 6.4 pairsofshoes. 


ragbag every year. 


A little more critical of his 
shirts than our average, this 
TIME man sends 6 shirts to the 


In selecting gifts for the ““women in their life,”” TIME men 


a 


picked flowers on 1,193,000 
occasions; candy—1,043,000 
times; clothing—518,000 times; 
jewelry —483,000 times; lin- 
gerie—336,000 times; perfume 
—218,000 times. 


Hobbies of TIME-reading men take in all of the 


os —e ow = 


panded recently, while 6.1% have 


obvious—fishing, hunting, etc. 
... and also some not so usual 
such as politics, horse racing, 


TIME families spend about $44,300,000 every week for 


groceries (including vegetables, 
fruit,meat, dairy products,etc.). 


| mine prospecting and interior Food bills in the average TIME 

> decorating. They spend $253 household run to $30 per week 
and about 41 days a year work- (national average $22.98). But 

f ing at - : close to 500,000 TIME families 
i This gentleman's No. | hobby spend between $25 and $39 
# is “just living.” He spends 365 each. 
days a year at it. 
‘ 


ae 


co Fe 


Craftsmen 3 
at Philipp are | 
well known for 

faithful matching 


of colors z 


i , 


Aside from an awareness of what’s cooking in the news, TIME 
women know what’s cooking 
inthekitchen. 92.5% owncook- 
books—the average per family 
is 4.7 cookbooks. 
7 . . 

The gal who does most of the 
cooking for this handsome con- 
sumer unit says she draws on 


20 cookbooks for her meals. 


LITHOGRAPHING 


1422 W. 4th ST, MILWAUKEE 12, wis. 
PHONE - MARQUETTE 8-2446 
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29.5 5, § rial publications have published, Thompson Co., Chicago, is the , Mr. Carey has been in the adver- Y&R Transfers Wheeler 
=. » 10 items or articles on the Taft-| agency. —. a the —.. Stirling Wheeler, manager of 

9 o, # dartley Act; 12.9% have done so, tion for the pas years, and ‘Or! young & Rubicam’s Mexico City 
_ ‘5, § and 20% did not answer. Henderson Elected Director pe oer hte — been acting | office, has been transferred to = Q ti 
S Oe ; . New York contact department o 

W. J. Henderson, in charge of uestion... 
7am 3; Libby Plugs Frozen Foods public relations of Swift Canadian the agency. Dean Avery of the 
» 11 0 Libby's F Foods, a division | G22,.,0ront®, has been elected a| Tyson Promotes Doorly = el og ee replace Mr. 
s Frozen S, i ; . 

Sad Tog Libby, McNeill & Libby, Chi-| Hector of the company. He n37|_, Leith. Doorly of O. S. Tyson & 4 

66.3 ; cago, is launching a campaign this| years. Co., New York, has been appointed Thorp Joins Station KOA 
do nt week in Parents’ Magazine and media ge od wig Fe 1, P 
Seribic o. The New Yorker, New York Sun- succeeding Samuel J. arvey, H. Morton Thorp Jr., formerly 
a day News and 2, 000 subway posters| Carey Named Ad Manager who has resigned to move to| with International Trust Co., Den- 

es i monthly. Libby’s frozen foods are Arthur Carey has been appointed | Florida. Mr. Doorly has been with| ver, has joined Station KOA, Den- 
ewer. distributed through Maxson Food| advertising manager of the West- | Tyson for the past year as assistant| ver, as an account executive. Hc 
indus- # System, Inc., New York. J. Walter|ern Producer, Saskatoon, Sask.!media manager. will work on local accounts. 


A short time ago, TIME wrote to a cross section of subscribers, asked them to 
sit for a “TIME Exposure” by mail to give us a clearer picture of the many things 
we, and the advertising world, already know about the 1,500,000 families who 


read TIME. 


In keeping with the “picture” theme of the mailing, we threw in this last question 
just for fun: “How about enclosing a snapshot of yourself, hmmm?” 


The handful of photos here picture some of the hundreds who did. Hmmmm! 


SUCH A 
LARGE 
AUDIENCE? 


Answer: 


In Greater 


Toronto 


Canada’s 


r 
|) ==. Richest 
00 There is a 2 golfer in 43. 6% of TIME families. The usual — 
00 : score is 99. But 3.7% of TIME ‘8 _ 2 ov TIME — 
ast year were ‘‘new lo 
es; men go around in the 70’s— P i AA rk 
in- and 10.7% tear up their score styles. 137% said hubby was a et eee 
ae and there when the purchases were 
. o . made. 
. . . 

Thi. hoots in the 80’s. H 

tt 2 arial in 1947— This reader claims 10 dresses, fh 

one more than par for all TIME’s suits and coats with the nied t aon 

go ifing pro ag look” orreasonable compromise. 

of the families 

cae | ad the 
or i More than 600,000 TIME-readers traveled by air in re t — 
- ,' 1947. The grand total comes 
). to 3,422,000 trips ... or 
iE 3,050,000,000 miles. 
k 7 . o™ 
vs This reader obviously tops the 
* luggage-owning average of 
39 TIME families—7.4 pieces per 

family. 


The facts shown above are reported by TIME subscribers (who com- 
prise 80% of TIME’s circulation). 


These are the kinds of people who have attracted so many advertisers of 
such standing that TIME ranked fourth among all U.S. magazines in 
advertising revenue for the first 9 months of 1948. 


The complete published report—containing hundreds more facts 
about the living and buying habits of TIME-readers — will soon be avail- 
able from David Wallace, TIME’s Research Director, 9 Rockefeller 
Plaza, New York 20, N. Y. 


AA Mawes Markit off Americas Bett Cudlomera 


ADVERTISING OFFICES: 
Philadelphia, St. Lovis, San Francisco. 


Atlanta, Boston, Chicago, Cleveland, Detroit, Los Angeles, New York, 


DAILY 
STAR 


NOW OVER 


360,000 


Copies Daily 


80 King St. West, Toronto 
University Tower Bldg., Montreal 
In U.S.—Ward-Griffith, Inc. 
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STRIKES HOME IN THE 
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THE JOURNAL-AMERICAN 
DELIVERS 4 OUT OF EVERY 10 
NEW YORK FAMILIES THAT READ 
A METROPOLITAN EVENING PAPER 


| more than 700,000 homes every evening, the Journal-American is 


preferred nearly two-to-one over the second evening paper... preferred for family reading in the home. 


The newspaper that so overwhelmingly outsells its own competition is the paper 


to look to for sales success in the world’s largest, richest, most competitive market. 


soz ERAT PAPER} 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Latest Records: The Chicago 
Tribune’s Thanksgiving Day issue 
contained 235,000 lines of advertis- 
ing in 112 pages—more lines and 
pages than it ever before carried 
in a daily issue. The Tribune in 
12 months ending Oct. 31 carried 
42,130,940 lines of advertising, 
largest volume any U. S. news- 
paper ever carried in a 12-month 
period. In St. Louis, the Post-Dis- 
patch on Nov. 28 carried a 16- 
page, full-page-size roto Christmas 
supplement for Famous-Barr de- 
partment store, all in four colors. 
This is believed a record for four- 
color work for one advertiser for 


one issue. (The St. Louis Star- 
Times recently ran its first regu- 
lar run-of-paper four-color work 
in a food section.) The St. Louis 
Globe-Democrat’s 124-page 
Thanksgiving Day issue was the 
largest daily ever published in 
St. Louis. It also set a city daily 
circulation record of more than 
340,000 copies. 


** ¢ 


Incidentally, the Chicago Trib- 
une expects by year-end it will 
have carried 350,000 lines of “se- 
lective area” copy in 1948. Started 
in October, 1946, the technique en- 
ables a dealer to buy exclusive 


in his own trading radius (there 
are five Sunday selections for five 
Chicago areas). Competing dealers 
are not named in the same cooper- 
ative ads. Thirty-five manufactur- 
ers and their Chicago dealer organ- 
izations placed 279,000 lines of this 
copy in the newspaper in 1947. 
In the Nov. 28 issue, General Elec- 
tric used a color spread for its 
radio and video products under the 
selective area formula. 


In view of recent discussions of 
rate bases and circulation, Wom- 
an’s Home Companion is remind- 
ing advertisers that its new rate 
basis, which will be effective with 
the February, 1949, issue, was an- 
nounced last August, long before 


the current discussions began, and 


use of the newspaper’s circulation; that it was based.on a circulation|ing but normal selling operatio 


which had already been attained 
at that time. 

The publication’s current rate 
basis is 3,500,000, and effective in 
February, it will move up to 3,750,- 
000. In a letter recently sent out to 
advertisers, WHC pointed out that 
it averaged 3,755,000 net paid de- 
livery for the first half of 1948—in 
excess of the rate basis which goes 
into effect in February—and that 
its average for the third quarter 
was 3,850,000. “At present,” it said, 
“we are running well over 3,900,- 
000 net paid, and we anticipate a 
net paid delivery by the end of 
this year of 4,000,000.” 

Correction of the tight paper sit- 
uation was the principal reason for 
the increase, the publication says, 
pointing out that it has used noth- 


In Washington, D. C. 


The Star 
Delivers 


the Home Readers 


80% of The Star’s circulation is home- 
delivered. 96% of The Star’s circulation 


is within the retail trading zone 


choose The Star. 


Represented nationally by 


(ABC). 


That’s why local and national advertisers 
who want the newspaper that sells at home 


The Washington Star 


Evening and Sunday Morning Editions 


Dan A. Carrow, 110 E. 42nd St., NYC 17 
Tue Joun E. Lutz Co., Tribune Tower, Chicago 11 
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an 


and in addition has eliminated 
boy sales. 


The distinguished Americ »p 
Academy of Arts and Letters s: y 
a commercially-sponsored mo: ie 
for the first time at its ann) | 
meeting in New York the ot! ey 
night. The movie was Stand: 
Oil of New Jersey’s “Louisie i, 
Story,” which was produced »y, 
Robert J. Flaherty, who mee 
“Nanook of the North” and othe rs 

Four new members of the ac: d- 
emy inducted at that time wire 
John Steinbeck and Willi: m 
Faulkner, novelists; Leon Kr.\l). 
painter, and Mark Van Doren, 
critic, poet and biographer. Men- 
bership in the academy is limited 
to-50. 


Barnes & Reinecke, Chicago in- 
dustrial designer, has long claimed 
it is equipped to handle “any job 
involving mass produced products” 
and to do a complete design- 
through-manufacturing job. B&R 
probably will be more than ever 
convinced of its well-roundedness 
now that it has taken on the as- 
signment of packaging a coffin. 
Even coffins, it seems, suffer dam- 
age in transit and present knotty 
packaging problems. 

**+ * 


J. O. Reinecke, who, incidentally, 
left B&R earlier this year to estab- 
lish his own industrial design firm, 
came up with amazingly successful 
results from a recent unusual mail- 
ing piece. He sent each of 200 in- 
dustrial executives a jewel case 
containing a colorful Royal Coach- 
man lure for fly casting. The inside 
cover contained the simple legend: 
“Your product must create interest 
and desire to obtain maximum 
sales. We have earned recognition 
as designers of outstanding sales 
successes and know how to in- 
crease the ‘lure’ of your product.” 

At latest count, the mailing 
(which cost $325) had pulled 17 
phone calls and 15 letters contain- 
ing favorable comments. Ten ex- 
cellent prospects resulted from 
subsequent discussions, and three 
clients already have been signed. 
* * & 


DuMont Television Network’s 
success with daytime programming 
on a sponsored basis over WABD, 
New York, and its aggressive ef- 
forts to line up stations to carry 
the shows may force the other net- 
works (ABC, CBS and NBC) to 
take more notice of daytime au- 
diences. NBC will begin increasing 
its telecasting schedule gradually 
with an earlier sign-on for WNBT, 
New York, contemplated early 
next year. 


Mathews Buys Publication 


Rocky Mountain Food Merchant 
monthly publication covering re- 
tail grocers of nine states, has been 
purchased by Ray Mathews, editor, 
from Bell Publications, Denve1 
Mr. Mathews plans to continu: 
with the same format and staff. 


Appoints Peck Agency 


Peck Advertising Agency, Nev’ 
York, has been named to hand): 
the advertising of North Easter 
Supply Co., Ipswich, Mass., dis 
tributor of farm equipment an 
supplies. Radio and farm publica 
tions will be . 


MacGruder Appoints Two 


Joseph W. Palmer has been ap 
pointed radio director of W. W 
MacGruder, Inc., Denver, suc 
ceeding Gil Verba. George D 
Rash, formerly with Continenta 
Air Lines, has been named as ac 
count executive. 


Durite Names Gurley 


Durite Plastics, now a part oi 
the chemical division of Borden 
Co., has named Sam Gurley Jr 
as sales manager. He will make 
his headquarters in Durite execu- 


tive offices in Philadelphia. 
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OLD-NEW—Radiant Mfg. Co., Seattle, has 

simplified the package for its once-a-year 

merchandise, decorative Christmas lights, 

stressing the brand name in a design 

more adaptable to counter display than 
was the old package (top). 


Bride’s Newspaper 
Ad Fills Church 
for Her Wedding 


San Francisco—A bride and her 
advertisement made the news col- 
umns last week, and incidentally 
filled the church she feared would 
be half empty, or more, for her 
wedding. 

The crowd turned out when Lu- 
cile Cefalu, 28-year-old Oakland 
resident, decided in desperation to 
run this personal ad in the San 
Francisco Examiner: 


“Please won't you come to a lovely wed- 
ding Saturday the 27th at 10 a.m. Our Lady 
of Victory church, 566 Bush St., S. F. Bride 
and groom are 3,000 miles away from rela- 
tives and friends. Bride will be broken 
hearted if she has an empty church. So 
why not come?” 


More than 200 of the news- 
paper’s readers took the trouble 
to answer the unusual appeal. And 
when the nuptial mass was over, 
Mrs. Carl Martineau, like a typical 
bride, was so happy she cried. 


Silex to Alley & Richards 


Silex Co., Hartford, Conn., has 
appointed Alley & Richards, New 
York, to handle its advertising, ef- 
fective Jan. 1. The account was 
previously handled by McCann- 
Erickson, New York. 


Mort Junger Starts Agency 


Mort Junger, former account ex- 
ecutive of Chernow Co., New York, 
has formed the Mort Junger Ad- 
vertising Agency at 501 5th Ave., 
New York. 
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...feasons why 


THE TIMES 


.. AS the Buy 


1. St. Petersburg — Perma- 
nent population City Zone 
100,234. Winter Visitors 
220,000. Total 320,000. 
St. Petersburg — Tampa 
Metropolitan Market. RE- 
TAIL SALES 1947 


Tampa $143,495,000 

St. Petersburg $120,577,000 
TOTAL $264,072,000 

ST. PETERSBURG REPRE- 

SENTS 45% OF THIS 

MARKET. 

No Tampa newspaper has 

more than 600 St. Peters- 

burg circulation. 

5. TIMES READER INCREASE 


4. 


1940 1948 
Daily 49,451 86,861 
Sunday 55,764 93,801 


ST. PETERSBURG TIMES 


Established 1884 


Nationally represented by: 
Theis & Simpson Co. Inc. 
New York Chic 


ago 6E_—s&De trot 
In Jacksonville by V. J. Obenaver, Jr. 
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Bendix Introduces 
Antennaless Video 
Set in Dailies 


BALTIMOoRE—The Bendix Radio 
division of Bendix Aviation Corp. 
is launching a newspaper campaign 
in seven cities for its new tele- 
vision set claiming “no antenna 
needed in most locations.” 

The set has a 52” screen and sells 
for $349.95. The company claims 
that 80% of the new sets already 
operating in Baltimore do not need 
antennae and the Bendix office at 
11 W. 42nd St. in New York is 


getting clear reception from the): 


antennaless set. 

This feature eliminates the usual 
installation fee, except where re- 
ception warrants an antenna. The 


set is being introduced in New 
York in the New York Times and 
World-Telegram. Newspapers are 
also being used -in Baltimore, 
Washington, Philadelphia, Boston, 
Syracuse and Pittsburgh. 

Beginning in February, Bendix 
will promote its television sets 
nationally in Better Homes & Gar- 
dens, Country Gentleman, Farm 
Journal, Household, Life, Look, 
Pathfinder and The Saturday Eve- 
ning Post. 

MacManus, John & Adams, 
Detroit, is the agency. 


Stein Appoints Agency 


Stein’s Stores, Inc., New York, 
men’s clothier with retail stores 
throughout the United States, has 
appointed Byrne, Harrington & 
Roberts, New York, to handle its 
advertising. 


McCann Promotes Reagan 


J. Neil Reagan, radio production 
head of the Hollywood office of 


McCann-Erickson, has been ap-| 


pointed manager of that office, 
succeeding the late August J. 
Bruhn. Mr. Reagan joined the 
agency four years ago. 


To ‘Science Illustrated’ 


William F. Haring, former east- 
ern advertising manager of Hunt- 
ing & Fishing, New York, has 
joined the advertising sales staff 
of Science Illustrated, New York, a 
McGraw-Hill publication. 


To McAvoy Representation 


McAvoy Representation, New 
York, has been appointed eastern 
advertising representative of 
Banker & Business, publication 
circulating in Washington, Oregon, 
Idaho, Montana and Alaska. 


RCA Presents New Console 
RCA Victor, Camden, N. J., has 
introduced a new FM-AM phono- 
graph console priced at $199.50. 
This is $70 lower than any com- 
parable RCA AM-FM console. 


EXPORT @ % 


TRADE & SHIPPER 
Circulates in the U.S. A. 
it is read 
by Export Managers 
of 
LEADING AMERICAN 


MANUFACTURERS 
20 Vesey Street, New York 7, N. Y. 
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There’s a lot more to it than this... 


The real question is — where and to whom is that commercial 
message going? . . . and what is it going to do when it gets there? 
Radio waves travel indiscriminately in all directions. 

So do a lot of sponsors’ sales stories. In advertising this means 
waste circulation, a very expensive luxury. 
If your aim is to reach exactly the people you want in exactly 
the markets you want . . . if you appreciate being able to 
concentrate your sales effort in one area and go easy in another 
... if the flexibility of short-term contracts appeals to you... . 
if you like to select your own program times regardless of zone 
differentials . . . if you want to make every advertising penny count 
(and who doesn’t! ) . . . then — the place for a large share of your 
advertising budget is National Spot Radio... . and the place to get 
all the information, guidance, facts and figures about Spot Radio is... 


Weed 


and company 


new york - 


san francisco . 


boston ° 


atlanta 


chicago « 


radio and television 
station representatives 


detroit 


. hollywood 
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"When a single spread in a magazine 


lures better than a third of a million coupo 
returns, I'm convinced that advertising in that 


particular magazine is read and 


acted upon."’ 


Post 


1283 


Comma 
Jace & NaTHANSON 
1088 CHRYSLER BLOG. 
wew Yorn 17 6. ¥. 


FOUR 1949 
FORD CONVERTIBLES 


VCEE 
TO LEGIONNAIRES 


NO CONTEST! © NO INCONVENIENCE! 
The easiest way to get a brand new Ford you ever heard of ! 


Fearn 4 
Aarnue J OWEns » C. 
sone ® 5 


ADDITIONAL AWARD 


TO THE LADIES! 


An Ultra-Modern CROSLEY-AMERICAN All-Electric 
Seiand. Sf Guten. eceonapernte ott bo Kitchen with Built-in Televisiqn! 


made to ship cars at winners’ expense. Every % 
Legionnaire is eligible to win. There is no This award is open to LADIES of the Ameri- range, garbage disposer, home freezer, large 
and . can Legion — including women members — Shelvedor refrigerator and television set! 

charge for participating. Just mail the 

whether or not present at the convention. This is a separate drawing. Attendance at 
naarnctagt below or send in a letter or postcard J J Seagram Post, American Legion. has _ the convention is not necessary. The kitchen 
using the coupon as a guide. Entries must donated a specially designed, all-electric _will be installed in your home anywhere in the 
be received by midnight, October 17th. kitchen to the American Legion 1948 Conven- _— forty-eight states. You can enter either by 
tion Corporation, which will award it toa mailing the coupon below or a letter or post- 
lucky Lady of the Legion. This complete, card, using the coupon as a guide. Entries 
Crosley-American kitchen includes electric must be received by midnight, October 17th. 


Four new 1949 Ford convertibles, donated 
by the J. J. Seegrem Post to the American 
Legion 1948 Convention Corporation, will 
be awarded, absolutely free, to four lucky 
Legi at the N 1c in 
Miami, October 18-21. No strings attached! 
No cost to you! The drawing will be held 
in the Orange Bow!, October 18th, and the 


Four lucky Legionnaires will drive heme trom Miomi im brand new convertibles 
denoted by the 1 1 SEAGRAM Post. 


TO OE USED BY THE LADIES OF THE LEGION 


| sloeerietieciedadaiedeetoetetadlededeedockaterared 


Te BE USED BY LEGION MEMBERS ORLY 


Orwtiemene Genriemen: 


tame member of the 


Amencen Legon 


POST. AMERICAN 


ar 
in the free drawing for the four 
lomobiles donated by Seegrem Post 


Ford Convertible 
te be held Octo! 


te be held October Name___ 


18, 1948 at 
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“This is to certify that the coupons delivered 

to this organization on Oct. 27 by The American Legion 
Magazine have been sorted and counted by statistically sound and 
reliable procedure. We, as the agency making the count, certify 
that the total count of coupons was 358,063."'— Richard Manville. 


November L0th 
1964 8 


Mr. Fred L. Maguire, Advertising Director 
The American Legion Magazine 

Park Avenue 
un ork 16, NY 


guire: 


pread in @ magezine lures better than « 
p coupon returns, I'm convinced that 
lar magazine is read and 


Dear 


Shen a sing 
third of a ail 
advertising in th 
acted upon. 


The J. J. Seagram Po 1283, advertisement in the 
September issue of THE AMERICAN LEGION MAGAZINE actually 
pulled the phenomenal total of 358,061 coupon returns, of 
shich 237,567 were sent in by sen and 120,194 were mailed 
ty women. To put it aildly, all of us were astounded at 
the returns. 


Ae @ result of this unusual showing, I ae sore than ever 
certain that THE AMEXICAN LEGION MAGAZINE really pene- 
trates the Legion Market and is read by Legionnaires. 


Ver; 


yours, 


ck S. Nathanson 
Commander 
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J.J. Seagram Post spread: Sept. 1948 issue of 
THE AMERICAN LEGION MAGAZINE 


Is this a record ? 


We don’t know but welcome a 


certified topper 


We believe these 358,063 coupons mean that the September issue of The American Legion 

Magazine moved more people to traceable action than any other magazine has done with a single advertisement. 

This is no irrevocable claim to the biggest or the best. Too many of these have already 

been made by too many media professing to be all things to all advertisers. But all our inquiries to find a greater response 
story have met with vagueness. That is why we're asking here if you can top this one. 

Ours is essentially a male market. Though we do point with reasonable pride to an unusually 

large women readership for a male publication —2 million. Our influence is with 3 million men who fought in 


two wars. The strength of this influence can be determined by the results of this ad. 


‘dchle) | 3,000,000 


PAID CIRCULATION 


6,093,000 READERS:--(STARCH)---: 
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Walter Lowen 


PLACEMENT AGENCY 
+ 


Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives + Copy * Art + Office 
Public Relations 
Please write briefly outlining your spe- 
cific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N.Y. 

MU 9-2630 


onesie 


MacDonald Joins Wanamaker 


Mrs. Berta MacDonald, formerly 
advertising manager of G. Fox & 
Co., Hartford, Conn., has been ap- 
pointed advertising manager of 
John Wanamaker of Philadelphia 
succeeding John L. Sullivan, who 
has been named assistant director 
of sales promotion. 


WFIL Promotes Koehler 


George A. Koehler, for three 
years in the special events and 
publicity departments of Station 
WFIL, Philadelphia, has been 
named assistant director of adver- 
tising, promotion and public rela- 
tions of the station. 


uitiple insertions 


lar card discounts on m 


POSITIONS WANTED 


READY FOR NEXT RUNG 

Yng. lady desires position in Chgo Adv. 
Agency as Jr. Copywriter. Has two yrs. 
exp. with lg. Dept. store as display copy- 
writer for all depts. Has imagination and 
flair. Ambitious but willing to earn suc- 
ces. For personal interview phone BI 8- 
2317 (Chicago) 


YOUNG WOMAN qualified to fill post of 
assistant advertising manager. Extensive 
export advertising background. Avail- 
able after January 15. Prefer New York 
location-publication, advertiser or agency. 
Box 9889, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


not ordinarily 


complete and pract 


others. 


* Mature and sound 


ence outline, age and other 


To a Successful 
Promotion Man 


“position open’ ads 


This is one of those opportunities that happen only 
rarely. An interesting promotion job in the motor- 
car industry is now open. It is an important job and 
is compensated for accordingly. Due to the impor- 
tance of the work to be done, it is necessary that we 
insist on these requirements: 


* Proven ability to “spark” ideas, and to plan 


for a highly competitive market (not neces- 
sarily in the automobile industry), with thor- 
ough provision for tie-up and follow-through. 


; * A flair for presenting such programs to man- 
agement and for working harmoniously with 


plus the knowledge and experience necessary 
to see material through to production. 


If you’ve “put it on the line” in a fast-moving promo- 
tion job over a period of years—if you’ve had lots of 
pleasant successes along the way and are now ready 


for the step that could lead to major accomplishment, 
we'd like to hear from you by mail, with your experi- 


Members of our organization know of this message, 
and your reply will be held in absolute confidence. 


Box 7223, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 


interested in 


ical promotion programs 


creative writing ability 


pertinent information. 


Tg 


ADVERTISERS OR AGENCIES: 


THIS Advertising Executive 
CAN BE AN ASSET TO YOUR BUSINESS 
Here is a combination of talents that are available to 


(a) an advertiser who wants sales-generating advertising, 
or (b) a medium-sized agency head who needs a versatile 


right-hand: 


A rich background of experi 


of ideas, writes fluently, convi 
to make major contributions 


awarded “First 50 Group” 


tion because it helps them s 


many Ad Clubs and meeting 


married, Chicago suburb ho 
in five low figures and well 


to your advantage. 


research or assay it for sales-creating values. Has produced 
sales presentations that excite enthusiasm. Knows all 
phases of production and art, design, paper, type and 
media. Can build and manage a budget. 


important, salesmen voluntarily com»vliment his promo- 


ence in advertising, selling, 


marketing, research and management. Generates a wealth 


ncingly and has never failed 
to his employers. Can direct 


Promotion 
by D. M. A. A., but more 


ell. Created and edited an 


outstanding house organ. Makes long-lasting friends 
easily and quickly. Extra curricular: 3-time request— 
lecturer at C.F. A.C. Ad School and has appeared before 


Ss. 


Specific samples and examples will be shown and dis- 
cussed as demonstration of performance. White, Christian, 


me-owner. The price tag is 
worth it. An interview will 


quickly determine whether you can use this experience 


Box 7224, ADVERTISING AGE, Chicago 


TV CONSULTANT 
Available for agency or advertiser. 
Box 9890, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Publisher’s Representative-Midwest 

If your magazine needs energetic, intell- 
igent Midwest coverage by an exper- 
ienced (12 yrs. selling space) but young 
man who believes in working for a living, 
write for interview. 

Box 9891, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 


PUBLISHER’S REPRESENTATIVES. 
Weekly sporting magazine established ten 
years, needs part time representative for 
Pacific coast, another for middle west. 
Commission and drawing account. 
Box 9888, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


classified 


foke cord rote 


and 


light body face 40 per line. 


* a 
apply on disploy 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative-—E xecutive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—PERSONNEL 
209 S. State St., HA 7-2063, Chicago 
WELL-KNOWN NATIONAL COMPANY 
ADVERTISING DEPARTMENT—Leading 
company, large national advertiser has 
developmental positions for two or three 
young college graduates. Excellent chance 
for unlimited advancement. Keen inter- 
est in promotional and administrative 
phases of advertising work is primary 
qualification. Most desirable age is 20 to 
27. Write Box 9892, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill., giving 

all pertinent information. 


LA 


West Coast. Or national. 
Manufacturers, industries, retailers, indi- 
viduals, professionals. Guaranteed reli- 
able sources. Les B. Finkle Advertising, 
1201% S. Ogden, Los Angeles 35, Calif. 
For Rent: Chicago-Newly decorated stu- 
dio or office space. Good North Michigan 
address. 16 Ft., Sq., carpeting, Venetian 
blinds, 3 large windows, switchboard and 
secretarial service. Phone SUperior 
7-2909. 


Mailing Lists, 


Trade Copy, Dealer 
Aid Program Build 
Market for Fotoware 


APPOMATTOX, Va.—National 
Photo Service & Supply Co. plans 
to use an expanded trade pub- 
lication schedule and a strong 
dealer aid program to build sales 
of Fotoware, photography on china 
and metalware. 

The company, organized in 1936, 
developed the Fotoware process 
in competition with well-estab- 
lished firms and claims to have 
succeeded—where they failed—in 
making permanent reproductions 
on ceramics. Patents have been 
sought and operations of the com- 
pany’s Fotoware division have 
been expanded to include repro- 
duction of photography on card 
table tops, lamp shades, bookends, 
ash trays, cigaret boxes, etc. Some 
of these products are manufac- 
tured entirely by Fotoware, while 
the decorative process is applied 
to others. 


ws Since the first Fotoware pro- 
ducts were introduced in Decem- 
ber, 1947, the company has ex- 
tended its dealer organization 
throughout much of the U. S. and 
Canada. It has advertised to con- 
sumers directly through American 
Home, Better Homes & Gardens, 
House Beautiful and other media. 
Present plans include trade copy 
in Crockery & Glass Journal and 
Gift & Art Buyer, and the use of 
full-color direct mail material by 
dealers. Business paper advertis- 
ing is to be extended later as the 
market is broadened. 

Fotoware is prepared from the 
customer’s snapshots for indivi- 
dual orders, or from community 
subjects for souvenir stock in gift 
and department stores. Miller & 
Rhoads, Richmond department 
store which is serving as a test 
market for the product, is said to 


have shown a steady increase in 
sales volume. 

Pence & Co., Johnson City, 
Tenn., handles the Fotoware ac- 
count. 


Houbigant Uses Newspapers 
for Pre-Holiday Campaigns 


Houbigant Sales Corp., New 
York, will launch two pre-holiday 
campaigns in newspapers for Quel- 
ques Fleurs and Chantilly per- 
fumes. The Bureau of Advertising, 
American Newspaper Publishers 
Association, announces that one 
campaign, featuring both Quelques 
Fleurs and Chantilly, consists of 
six ads running in 106 weekday 
and Sunday newspapers in 73 cities 
between Dec. 7 and 19. 

The second campaign revolves 
around the new Quelques Fleurs 
Ballet perfume featured in the 
western tour of the Ballet Russe de 
Monte Carlo. Ads will appear the 
day prior to the ballet company’s 
opening in Los Angeles, San Fran- 
cisco, Denver, Chicago, St. Louis, 
Portland, Ore., and Seattle. J. M. 
Mathes, Inc., New York, is the 
agency. 


Berg Joins General Mills 


Paul N. Berg, formerly an ap- 
pliance account executive of 
Erwin, Wasey & Co. of Minnesota, 
Minneapolis, has been appointed 
sales promotion manager of the 
home appliance department of 
Genera] Mills, Minneapolis. He 
succeeds Jack Berno, who has been 
promcted to supervisor of national 
account sales. 


Koppers Appoints Robinson 


McMillan Robinson, formerly 
vice-president and sales manager 
of Ocean City Mfg. Co., Philadel- 
phia, has been appointed sales 
manager of the metal products 
division of Koppers Co., Baltimore. 


Magnavox Appoints Blank 


Rudy Blank, formerly with In- 
ternational Silver Co., Meriden, 
Conn., has been appointed eastern 
sales promotion manager of Mag- 


navox Co., Fort Wayne Ind. 
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Established 1879 


MACHINERY LAARGET 


BUSINESS ENGINEERING JOURNAL 


ANNUAL SUBSCRIPTION 30/- 


This Journal with its world-wide readership, provides a unique medium to manu- 
facturers and all who use or handle machinery and engineering material. 

% The weekly classified Sales Supplement, containing a very varied selection of 
engineering plant and material for Sale, Wanted, and for Auction, is the largest 


of any other journal. 
Published by:— 


The ‘Machinery Market"’ Ltd., 146a Queen Victoria St., London, E.(.4. Tel.: City 1643 Grams: Wadham, Cent, London 
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Stromberg-Carlson 
Converts AM Lines 
to TV Production 


RocHESTER—Stromberg-Carls: 


__|Co., which now is producing 3,0 0 


television sets a month, expe: (s 
to increase this figure to 5,000 y 
mid-1949. 

Conversion of many former rac io 
assembly*lines to video is helpi ig 
to raise the company’s TV outpitt, 
Dr. Ray H. Manson, president, e «- 
plained. The dealer and consum >r 
demand for big picture sets co.- 
tinues unabated, he added. 

Commenting on the compan)’s 
broadcasting activities this yer, 
Dr. Manson called attention to tlie 
new $1,000,000 studios for WHAM, 
WHEM and WHTM in Rochester's 
Radio City. 

“Station WHTM will begin tele- 
casts some time in the second 
quarter of 1949,” he said. “The 
tower on Pinnacle Hill will be de- 
signed to support three television 
antennae, thereby accommodating 
at the one best natural location all 
television stations for which chan- 
nels have been allocated to the 
Rochester area by the FCC. This 
will save installation costs and will 
simplify antenna problems for all 
future television receiver owners 
in the area served by these sta- 
tions.” 


Foust Joins Langhammer 


Paul F. Foust has joined Lang- 
hammer & Associates, Omaha 
agency, as an associate and ac- 
count executive. He was formerly 
connected in advertising, sales and 
sales promotional capacities with 
Sears, Roebuck & Co., Crane Co., 
Goodyear Tire & Rubber Co., and 
in the business development de- 
partment of United States Rubber 

oO. 


Abbott Kimball Appoints Two 


Blanche Graham, formerly 
with Dunn-Fenwick Advertising 
Agency, has been appointed co- 
ordinator of internal operations 
for the Los Angeles office of 
Abbot Kimball Co. of California. 
Marie Louise Cook, formerly with 
Californian, has been named a spe- 
cial assistant on new business. 


CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 
get it with 
ADVERTISING MIRRORS 


MIRRO-PRODUCTS COMPANY 
High Point 2, North Carolina 


Agency Partner 


I bought this well known me- 
dium sized Chicago agency two 
years ago — have re-staffed it 
with younger men— added new 
services and increased our bill- 
ing 60%. Another executive 
would also have an excellent 
opportunity here, to increase 
his own earnings and, if desired 
share ownership. I don’t need 
more money. My interest would 
be only in a man now control- 
ling business and having real 
advertising ability to work with 
me in further expansion. Ad- 
dress: 


Box 7211, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


"M A HARD HITTING SALES PRODUCER 


that would like to become associated with 
a eee publisher or agency. I have 
a broad experience in food, drugs, heavy 
and light construction, household, indus- 
trial, electrical equipment; plus a success- 
ful administrative background in adver- 
tising promotion and marketing research. 
I’m employed and earning a salary in five 
figures. I’ve a good reason for making a 
change, which I'll disclose upon making 
your acquaintance. I'm not too fussy 
about location and would like to dig in 
by the first of next year. 


Box 7222, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
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BBB Sets Criteria 
«n Ad Guarantees 


New York — Seventeen recom- 
n endations governing the use of 
giarantees in advertising have 
been made by the National Better 
F usiness Bureau in a new research 
bulletin entitled “The Use of 
( uarantees in Advertising.” 

The bulletin will appear as a 
caapter in a new loose-leaf serv- 
ive for advertisers, agencies, broad- 
casters and printed media which 
tne bureau will publish early in 
1949 under the title, “Do’s and 
Don’ts in Advertising Copy.” 

“Guarantees should disclose 
conspicuously their exact scope 
and the conditions under which 
they are operative,” is the princi- 
pal recommendation of the bureau 
on this subject. Other specific rec- 
ommendations made in the bul- 
letin are: 


s “Guarantees should not be made 
unless the advertiser is pre- 
pared and willing to fulfill them 
promptly and without quibbling. 

“Guarantees should be clear as 
to who is responsible for their ful- 
fillment. 

“Guarantee statements should 
disclose any additional charges or 
expenses required of the purchaser 
in making them operative. 

“Guarantees of ‘money back’ 
should be honored with a full re- 
fund in cash, unless qualifying 
conditions are clearly set forth. 

“Guarantees of ‘satisfaction or 
your money back’ should give the 
purchaser the sole right to judge 
‘satisfaction.’ 

“Guarantees which apply to a 
part or parts of an article should 
be clearly stated so as to avoid 
creating the impression they ap- 
ply to the whole. 

“ ‘Service guarantees’ should be 
clearly defined as to their nature 
and extent and should be promptly 
fulfilled. 


a “*‘Time’ guarantees should be 
specific as to the period covered 
and should not extend beyond the 
normal life of the article covered. 
“Guarantees should not be ex- 
tended beyond the reasonable per- 
formance possibilities of the prod- 
uct, or the reasonable fulfillment 
possibilities of the advertiser. 
“Guarantees which offer op- 
tional adjustments should give the 
customer his choice of the one de- 
sired, unless the guarantor speci- 
fies that the choice is his. 
“Guarantees, once given, should 
not be subject to retroactive 
changes without the consent of the 
purchasers, nor should the guar- 
intor seek to circumvent them by 
ffering alternate adjustments. 
“Guarantees should not be used 
is inducements to buy goods that 
are sold through false or fraudu- 
ent representations.” 


“orms Transcription Firm 


K. R. Smith, formerly vice- 
‘resident and director of Muzak 
‘orp., has purchased the manufac- 
uring facilities of World Broad- 
‘asting System and has formed K. 
R. Smith Co., for the processing 
ind pressing of transcriptions. Of- 
‘ices and plant are located at 619 
W. 54th St., New York. Mr. Smith 
S president and treasurer. 


lones Joins Grant Agency 


David N. Jones, for the past ten 
years advertising manager of Coca- 
Sola Export Corp., New York, has 
oined Grant Advertising, New 
York, as a vice-president. Mr. 
Jones will serve as account ex- 
ecutive for Coca-Cola Export, re- 
cently acquired by Grant in India, 
Ceylon, Pakistan, Hong Kong and 
South Africa. 


Wedgwood Names Agency 


Josiah Wedgwood & Sons, Inc., 
New York, pottery and china, has 
appointed Hewitt, Ogilvy, Benson 
& Mather, New York, to handle its 


General Motors-Holden Auto 
Produced in Australia 


The beginning of production of 
mobile, the Holden, by General 
Motors-Holden’s Ltd., 
announced by GM. The five-pas- 
senger, four-door sedan has a 
103-inch wheelbase, and more than 
30 miles on an American gallon 
is claimed for it. 

Under an agreement, only 10% 
of the car’s list price and 5% 
of its weight will represent im- 
ported parts, accessories and com- 
ponents. The division has been 
planning the car since 1945. GM-H 
dates from 1931, when General 
Motors (Australia) Pty. Ltd. 
—founded in 1926—and Holden’s 
Motor Body Builders Ltd. were 
merged. 


Hammett Leaves Kraft 


J. P. Hammett has resigned as 
western division advertising man- 
ager of Kraft Foods Co., San Fran- 
cisco. 


the first Australian-built auto-| 


has been|™ 


Jan. 17-19. Newspaper Adver- 
tising Executives Association, an- 
nual convention, Edgewater Beach 
Hotel, Chicago. 

Jan. 23-26. Advertising Asso- 
ciation of the West, mid-winter 
conference, Santa Barbara, Cal. 

Feb. 14-15. Inland Daily Press 
Association, 65th midwinter meet- 
ing, Congress Hotel, Chicago. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

May 20-21. International Affil- 
iation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 


3 Hayhurst Names Leupold 


May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 


John B. Leupold has been named 
director of the plans board of F. 
H. Hayhurst Co., Montreal. He was 
formerly an account executive of 
J. J. Gibbons Ltd., Montreal, and 
more recently served as advertis- 
ing consultant for a group of local 
business concerns. 


Brown Joins Seidel 


Peter W. Brown, formerly with 
Television Guide Magazine, New 
York, has joined the Seidel Ad- 
vertising Agency, New York, as 
an account executive. 


Curtis to Plume & Atwood 


Paul R. Curtis Jr., formerly 
assistant sales manager of Silex 
Co., Hartford, Conn., has been ap- 
pointed general sales manager of 
Plume & Atwood Mfg. Co., Water- 
bury, Conn. 


2 West 45th Street, 


New York 19. N.Y 


Pcie’ > “ca hts ant ee aes whee iennae 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


of printing 


poem is a large velume of the kind of printing Printing Products 
Corporation is best equipped and organized to produce, so if in 
doubt, it is best to write or phone what is wanted and information will 
be promptly given. 

Here is complete equipment and organization to handle all or any part 
orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt o 


Business methods and financial standing.are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


because of automatic machinery and day and night operation. 


Proper Zuality 


because of up-to-date equipment and best workmen. 


Zuich Delivery 
Right Price 


cuts and copy until delivered. 


print. 


printing 


because of superior facilities and efficient management. 


A i connection with a large, reliable printing establishment 
wil 


save much anxiety regarding attentive service, 


quality and delivery. 
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in shipping or mailing when 
is done 
the great central market and 
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A large, efficient and completely 
equipped printing pliant. 
' (The former Rogers & Hall 
Company plant) 


New Display Type 
for all printing orders. 


Clean Linotype 
Monotype and Ludlow 


typesetting. 
All Standard Faces 
of type and special 


faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 
as fast as the presses 


Mailing and Delivery 


service as fast as 
copies are completed. 


often obtained 


in Chicago, 
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H. J]. WHITCOMB 
Vice President and 
Assistant Director of 

Sales 
L. C. HOPPE 
Secretary 
«W. E. FREELAND 
Treasuver 
is oe “itp Yy 


pa Ge 


ee 


sur ee ai’ 


thats just what the dealer ordered, saws H.R. 
M<Cownick, Sales Manager, MEKem Childrens 
Wear. 

And Mn. MeCounick knows— he courted 
$39 dealer ado tying in with one THIS WEEK 
advertisement ! 


als 
@&, fy 


What's the “5th Cover’? It’s the Sunday newspaper that distributes THIS WEEK Magazine. Look at 
this distinguished list, and you'll know why “the 5th Cover makes a difference” to TWM’s advertisers. 


The Atlanta Journal The Dallas Morning News The Milwaukee Journal Rochester Democrat 
The Baltimore Sunday Sun Des Moines Sunday Minneapolis Sunday & Chronicle 
Register Tribune St. Louis Globe-Democrat 


The Birmingham News 


wh caiken tadohd The Detroit News New York Herald Tribune San Francisco Chronicle 
é ‘ : The Indianapolis Star The Philadelphia Sunday The Spokane 

The Chicago Daily News ‘Los: Angeles Times Bulletin Spokesman-Review 

The Cincinnati Enquirer The Memphis The Pittsburgh Press The Washington 

Cleveland Plain Dealer Commercial Appeal Portland Oregon Journal Sunday Star 


*Week End Edition 


we; Million People . . . in 8,928,291 Homes ... read THIS WEEK MAGAZINE | 
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waa" ines anne wos: PASS THAT PEACE-PIPE—Getting ready for the new “Indian Kap” premium 
Me promotion for Kolynos toothpaste (AA, Nov. 29) are two Whitehall Pharmacal 

é. executives wearing their “Injun Kap” club feathers. Lloyd Bernegger (left), vice- 
president in charge of sales, and Harry Fletcher, assistant sales manager, pose 
in front of the Whitehall exhibit shown during the National Wholesale Drug 


Association meeting in Chicago. 
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LD SALESMAN—In this 64" high pointof- WELCOME FOR NEWCOMERS—Roy Andrews (left), executive vice-president of 
a sale dieplay, Arthur Godivey wi a Botsford, Constantine & Gardner, Portland, Ore., makes three new staff members 


feel at home. They are Ed Mittelstadt, art director, formerly vice-president and art 
director, H. M. Gross Co., Chicago; Margery Kendall, copywriter, formerly with 
Charles W. Hoyt Co., New York, and Bill Leary, account executive, formerly account 
executive and research director of Ralph H. Jones Co., Cincinnati and New York. 


sell soup and crackers—Premium, that 

} is—during January to support his Monday- 

through-Friday message on soup and 

crackers over the Nabisco portion of 
“The Arthur Godfrey Show.” 
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200,000 GALLONS-That’s the estimated content of the Old Forester bottle in this 125’ 

sign just completed for Brown-Forman Distillers Corp. on a wall of the Architects THREE-DIMENSIONAL—This poster series, designed for Union ties in with the California Centennial celebration and features 

building, Los Angeles. Designed by Ruthrauff & Ryan, the Louisville distiller’s agency, Bank & Trust Co., Los Angeles, by McClellan Cole, under the specially constructed figures, with indirect lighting around each 
the West Coast's “biagest’’ wall sian was painted by Foster & Kleiser Co. supervision of Rod Maclean, the bank’s ac'vertising manager, frame. Milton Weinberg Advertising Co. is the agency. 
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ITY SLICKERS ENJOY FARM LIFE—The 10th annual Farm Harvest Party, given by representatives of farm Larson. O'Neil, Larson & McMahon. In the middle group are A. L. Porter, Leo Burnett Co.; Leo Corcoran, 


| apers located in Chicago, burst its seams with 550 quests crowding the Boulevard Room at the Sheraton Hoover Co.: H. R.Van Gunten, Foote, Cone & Belding: Jean Gavin. MacFarland, Aveyard & Co.; a slight 
otel. In addition to dinner and drinks, lucky quests went home with a swarm of prizes. Some of the winners touch of Bill Miller: William Howell, Foote, Cone & Belding: A. L. McClay. Hoover Co., and L. E. Meyer, In- 
nd their loot are shown here. In the group at left are Clarke Trudeau, Beaumont & Hohman; Florence ternational Cellucotton Products Co. At right are John B. Holmes. McCann-Erickson: Harry Thomas, Southern 


eighbors, Goodkind, Joice & Morgan; Bill Miller, Capper Publications, who was “prize master”; and Norman Planter: K. C. Ring, William Hart Adler Co., and A. E. Frifield, Foote, Cone & Belding. 
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Loft Names Gumbinner 

Loft Candy Corp., New York, has 
appointed the Lawrence C. Gum- 
binner Advertising Agency, New 
York, to handle its advertising. The 
account was previously handled by 
the Al Paul Lefton Co., New York. 


Appoints Cook 

Howard S. Cook, formerly with 
Bridgeport Brass Co., Bridgeport, 
Conn., has been named executive 
specializing in food accounts at 
Ormsbee, Moore & Gilbert, Mil- 
ford, Conn., agency. 


Sensenderfer Named A. M. 

E. S. Sensenderfer, formerly an 
account executive of Foltz-Weis- 
singer, Inc., Lancaster, Pa., has 
been appointed advertising mana- 
ger of Bonney Forge & Tool Works, 
Allentown, Pa. 


OIL FIELD SURVEYS 


Interview organization in 88 major oil areas 
in 26 states which produce and refine oil. 
Write for pamphiet on how we can give you 
statistically valuable advertising and sales ata 
on products sold to oil industry, AT LOW COST. 


LESLIE BROOKS & ASSOCIATES 


Oil Field Research Specialists 
McBirney Bidg. Tulsa, Okla. 


ABC Transfers Barry 
to West Coast as Manager 


Charles C. Barry will be trans- 
ferred to Hollywood to take over 
the West Coast operations of the 
American Broadcasting Co. A vice- 
president, Mr. Barry previously 
has directed radio and television 
programming for the network. Don 
Searle, formerly vice-president in 
charge of ABC’s western division, 
resigned last week to manage his 
personal radio business (AA, Nov. 
22). Frank Samuels, ABC West 
Coast sales manager, will be in 
charge of the Hollywood office 
pending Mr. Barry’s arrival. 

J. Donald Wilson, meanwhile, 
will move to New York from Cal- 
ifornia, where he was West Coast 
director of programs and produc- 
tions, to take over as director of 
national radio and television pro- 
gramming. 


Weiner Gets La Boheme Wine 


Beginning Jan. 1, all trade and 
consumer advertising for La Bo- 
heme wines, owned by CVA Corp., 
San Francisco, will be handled by 
J. J. Weiner Advertising, San 
Francisco. Biow Co., San Francisco, 
formerly handled the account. 
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Over 37,000 circulation, in- 
cluding 25,000 lea 
city association officials. 
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5336 certified Bowling establishments 


<= 


four years, 


Bowling market, wide open after 
oduces $29! ,000,- 


00 annuall ree times as much 


as pro baseball. 
“4 Write for our latest 


whing 


THE BOWLER'S MAGAZINE 


rate card today. Betry & 


* Official Publication of 
AMERICAN BOWLING CONGRESS 


2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


Really, there is nothing to apolo- 
gize for. Exaggeration in adver- 
tising—within bounds set by com- 
mon honesty, of course—is entirely 
ethical. Also, it happens to be 
essential—and inevitable. Adver- 
tising must exaggerate. It always 
has done so; it always will. 

Unfortunately, advertising’s crit- 
ics don’t see that. And neither do 
many of advertising’s practitioners. 
They nurse a needless guilt com- 
plex. Sometimes they come right 


Exaggeration in Advertising 


Must We Apologize for It? 
By Charles S. Lewis Jr. 


cause the immediate dismissal of a 
comptroller or an engineer or a 
firm of accountants. Even the gov- 
ernment. gives us permission to 
tell lies—by permitting what is 
called legitimate trade puffery!” 
The charge sounds serious—but 
what is it, after all, but an indict- 
ment of human nature? If ad- 
vertising could be made “honest” 
by the elimination of exaggera- 
tion, overstatement, and puffery, 
it would be more honest than the 


From time to time, it is good to exam- 
ine some of the basic concepts of adver- 
tising. The thoughts about exaggeration, 
presented here calmly and judiciously, 
deserve special attention from admen, as 
well as from the critics of advertising, 
because of their fundamental importance 
in judging the role which advertising 
plays in the American economy. The 
author is head of creative activities in the 
Chicago office of Erwin, Wasey & Co. 


out and side with the critics. Or 
they concede by their silence that 
they have no defense to offer. 
This was strikingly shown by 
Fairfax M. Cone in his able talk 
at the last annual meeting of the 
American Association of Adver- 
tising Agencies. Speaking for a 
committee appointed to look at 
advertising through the eyes of 
top business executives, Mr. Cone 
found this opinion prevalent: 
“We are indulged in many ways. 


We actually are allowed exaggera- 
tion. We actually are expected to 
make overstatements that would 


And WSIX doesn't give you too little or too much. For Nashville's retail 
trade area includes 51 counties. WSIX’s daytime audience map in- 
cludes 60 BMB counties with 25 per cent or more in 48 of these. Mail pull 
and field strength maps add even more convincing proof that WSIX 
gives you the Nashville market. Cash in on the $655,888,000* 
spent yearly here in retail stores alone — via WSIX! 
*Projected from Sales Management May ‘48 
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BMB STATION AUDIENCE MAP 


DAYTIME 


BASED ON STUDY NUMBER 1 


MARCH 1946 


SUMMARY DATA—DAYTIME 
Tabulation by the KATZ AGENCY, INC. 


Figures in counties indicate the percentuge 
of redio families thet comprise the stotion 
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BMB 


1946 BMB Station 
County Radio Audience 32 
Units Families Families 


Home City 


Nashville 83°, 47,850 39,810 
Home County 
Devidson 85°, 67,540 57,610 


Percentage Levels 


80°% ond over "I 98,290 83,520 
70%, ° * 16 107,030 90,130 
60% * ° 20 128,750| 104,010 
$0%" ° 29 | 159,060 | 120,030 
400% ° ° 35 180,260 | 129,760 
30% ° ° 43 195,490 | 135,120 
om ° * 48 | 216,800 140,900 
20% ° *° 49 224,490 | 142,470 |. 
oe 146,690 


and WSIX-FM 8 @ 


National Representative: The Katz Agency, Inc. 
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pulpit, the bar, or the press. Hal- 
lowed documents like the Declara- 
tion of Independence would look 
dingy beside the lily-whiteness of 
the advertising pages of The Sat- 
urday Evening Post and the New 
York Times. 

Let’s make this clear by drop- 
ping the word “advertising” for a 
moment, and substituting ‘“advo- 
cating.” 


a Webster says that to advocate 
is “to plead in favor of; to defend 
by argument, before a tribunal or 
the public; to support, vindicate, 
or recommend publicly.” Consider 
that definition in all its ramifica- 
tions, and we see that everybody, 
every day, is an advocate. 

The man talking himself into a 
better job is an advocate. So is the 
lad “promoting” the purchase of a 
bicycle, the wife angling for a new 
fur coat, the football player plead- 
ing for a first-string trial—and 
the cabinet member seeking an ap- 
propriation for a new pet project. 

And how do they advocate? By 
presenting one side—their side— 
in the most favorable light. Nat- 
urally, inevitably, and honestly— 
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if they are honest people—the) w; 
exaggerate one side and mini nj, 
the other. It’s human nature. \\s/ 
it is the tried-and-true mc th; 
that gets results. 


a Consider the rival speechm: ke 
in a presidential campaign. 0 
great political parties choose ho 
orable men as candidates fo: o 
highest office. Yet when they pra 
sent their claims and promises, 
one charges them with disho est 
if they extoll one side and view { 
other with alarm. Exaggeratio) an 
overstatement seem to be legit 
mate in determining the course , 
a nation—but reprehensible i) j 
fluencing the choice of a ‘oot 
paste. 

The lawyer defending a criming 
is not expected to make gratuito 
admissions of his client’s previo 
offenses. He’ll tell about “this po 
lad’s” shining record for Sunda 
school attendance, and about h 
widowed mother—and let the pros 
ecuting attorney look out for th 
other side. That is good legal eth 
ics—and the lesson applies to ad 
vertising as well as to law. 

Or take the most scrupuloy 
corporation president, dictating hi 
annual report. He will credi 
astute management for successes 
while he points out how unfavor 
able conditions—strikes, materi: 
shortages, and spiraling prices 
have contributed to failures. 


a Weshould realize, too, that man 
earnest, honest advocates simp! 
cannot see the other side at al 
The prohibitionists believed tha 
they would empty the jails, in 
stead of filling them. Crusader 
for civil rights, or soil conserva 
tion, or trust-busting, or bird san 
tuaries may have one-track mind 
—but the track leads where the; 
want to go. That is how reformer 
get things done—that is how the 
move the world. Of course the 
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a small boat, the right bait and good fishing 
grounds are all you need. It’s like advertising to 
business men. You don’t need a fleet of expensive, 
mass-circulation books to reach business and 
professional men. Kiwanis has spent 33 years 
picking 188,000 of them in over 2800 American 


communities—they are our members. Write 


us for more details. 


PUBLISHED FOR COMMUNITY LEADERS Kiwanis 


you don't 
need 

a navy 

to 

90 fishing 


520 N. MICHIGAN AE 
CHICAGO 11, 
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exaggerate; yet even when we 
challenge their vision, we recog- 
rize their sincerity. 

Every advertising man has seen 
this honest one-sidedness in the 
cttitude of the client who firmly 
believes, and radiates the belief, 
that he has produced the world’s 
finest automobile or most reyolu- 
tfonary radio. He believes in what 
he himself has created. He cannot 
velieve that anybody else has done 
as well. Even the engineer, pre- 
sumably dealing in provable and 
undistorted fact, may be blind to 
weaknesses in his cherished design 
—and advocate it until the sensa- 
tion of the laboratory turns out to 
be a flop in the field. 


a Critics of advertising should 
consider what might have hap- 
pened to the great inventions of the 
last few decades if their introduc- 
tion to the public had been denied 
the enthusiasm that always attends 
successful advocacy. 

America’s first automobiles were 
only a step removed from the horse 
and buggy, but they were marvels 
to their builders—and to their buy- 
ers. So were the early wax-cyl- 
inder phonographs, crystal-set ra- 
dios, carbon-filament electric light 
bulbs, and pedal-powered sewing 
machines. They were primitive— 
but they still were marvels. All 
they needed was enthusiastic ex- 
ploitation to hasten an era of un- 
imagined comfort and convenience 
for millions. 

Superlatives were used in ad- 
vertising these pioneer products— 
but it took superlatives to match 
the flights of American inventive 
genius. And the superlatives, 
whether literally justified or not, 
actually stimulated the inventive 
process. One ever-present need of 
advertising is for something new 
to say about the product. Inven- 
tors and engineers recognize that 
need and respond with improve- 
ments, great or small, that benefit 
the buyer. Thus the inherent en- 
thusiasm of advertising has accel- 
erated the economic growth of our 
country. 

It is true that, every now and 
then, some advertiser discovers 
anew the power of understatement. 
He finds it effective—for a time. 
It is plausible; it is different. Yet, 
actually, the understatement is 
more imaginary than real. The 
consumer subconsciously concludes 
that the advertiser considers his 
product so superior that overstate- 
ment is unnecessary. The exagger- 
ation is in the prospect’s mind; he 


WILL YOUR NAME 
BE REMEMBERED 
e 


Place your name and business on a GITS 
Quality Plastic Product, assuring a con- 
stant and friendly reminder of your serv- 
ices . . . an inexpensive but practical 
means of never letting them forget you. 


Gits Knife, finest steel 4-in-1 
blade, one hand operation, 
safe-locks in 5 positions for 
variety of uses—imprinting 2 
or 3 lines in gold, silver or col- 
or. Lustrous colored handles. 
Gits Razor-Nife with or with- 
out gold colored key chain, 
@ razor blade with a safety 
handle, refillable, assorted 
colors. Imprinting 2 or 3 
lines. Lasting reminder. 


Gits Flashlights—Yes, the 
famous unbreakable plastic 
“Mile of Light” flashlights, the 
No. 100 ‘'Plastic Eye"’ 
(straight) model or the No. 
122 “Super Right Angle” 
with belt clip. Lustrous col- 
ors, stunning design, pre- 
focused with nickel plated 
solid brass reflector. Shatter- 
proof lens. Memory-wise, the 
last word in thoughtfulness. 


Ask your favorite specialty jobber to 


show you the long line of GITS Quality Plastic Products, 
or write 


direct 
4600 W. HURON ST., CHICAGO 44, ILL. 


Manufacturer of the famous Gits Savings Banks, 
Games, Letter Openers, Key Holders, Poker Chips, 
Stir Sticks, Etc. 


CANADIAN DISTRIBUTOR: Myer Bald, Lid. 
69 York Street. Toronto 


reads it between the lines. So we 
are right back where we started. 


s Human nature is the one im- 
movable object in the world. £ffec- 
tive advocacy will always depend 
on painting one side in glowing 
colors and the other side a dingy 
drab. We'll never change that— 
in pulpit, editorial column, public 
forum, radio commercial, or ad- 
vertising page. And the FTC, the 
AMA, and the Better Business 
Bureau will continue to approve, 
“Early to bed and early to rise 
makes a man healthy and wealthy 
and wise.” 

No, honest and conscientious ad- 
vertising men and women have 
nothing to apologize for on this 
score. But they can strengthen the 
position of advertising by doing a 


little explaining. And it might help 
if they were to ask advertising’s 
critics this one question: 

“How often—in your day at 
business or at home—do you advo- 
cate anything without using the 
advocate’s essential and proper 
tools of exaggeration, overstate- 
ment, and puffery? Closing a deal, 
asking for a raise, writing a letter 
of recommendation ... or chal- 
lenging the power of a woman with 
the plea that a new automobile is 
more important than a redecorated 
living room?” 

Anyone who will take the trou- 
ble to answer that question, and to 
catalog the countless forms that 
advocacy takes, will find no reason 
left for insisting that advertising 
be penalized as the sole exception 
to a universal rule. 
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Balaban & Katz TV Theatre 
Hollywood Studios ° 


YOUR STAR SALESMAN IN 
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Don’t overlook the sales promotional punch that Paramount TV 
Stations —backlogged by 36 years of entertainment know-how — 
can deliver as needed in the important Midwest and Southern 


| California trading areas. Paramount Video Transcriptions — sight- 
| and-sound film-recordings of your tele-shows — make selective TV 
| schedules possible and budget-smart. 

if our Rate Cards have not reached your desk, please ask for them. 


KTLA 


Your Star Salesman in Hollywood 
5451 Marathon Street 


Chicago Studios * 190 North State Street * RAndolph 6-8210 
New York Offices * 1501 Broadway . 


HOllywood 6363 


BRyant 9-8700 
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Not just general information, but reliable and authentic facts and figures about your 
GET THE FACTS & FIGURES ABOUT product—the market-use habits, ownership, buying intentions, sporting goods dealer 
) YOUR PRODUCTS AND THE SPORTSMAN’S MARKET attitude, and a wealth of other facts you can use to make your advertising dollars 


produce better results. A complete set of facts and figures about your own business is 
FROM FIELD & STREAM available at no cost from any Field & Stream advertising office. 


FIELD & STREAM 
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PAGES 


of advertising* 


It’s a fact that Field & Stream 
is FIRST in 
advertising! 


More advertisers used more space in 
the first ten months of 1948 and for 
the past 38 years in Field & Stream 
than in any other sportsman’s mag- 
azine—because they buy advertising 
on facts and figures. 


*Pages of advertising carried by the three leading 
sportsman’'s magazines during the first ten months 
of 1948, as compiled by Printers’ Ink. 
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FIELD & STREAM 
READERS OWN 
| THEIR HOMES! 


A typical Fact Sheet from the 
Field & Stream research files 


Field & Stream . 


Home Ownership 
OF Field & Stream Readers* 
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29.24 


of Field & Stream readers 


rent 
their homes 


“Source— 1948-49 Special 
National Recreational 
Study 
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FIELD & STREAM ADVERTISING OFFICES 
Detroit 


New York Chicago 
Fred Klaner, Advertising Director, 
Field & Stream Publishing Co., 
515 Madison Avenue, New York 22, N. Y. 
Telephone: PLaza 3-8544 
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Wrigley Building, 
Chicago 11, Illinois 
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J. Williams Macy, Western Me., 


Telephone: Delaware £994 


Nit Sew % a 7 
cs % gee: Pei ae eee tp = oe mS ae. 


Pacific Coast 
William F. Coleman, Charles J. Sheppard, Sheppard & Sheppard, 
1038 Henry Building, 1963 Penobscot Building, 
Seattle 1, Washington Detroit, Michigan 

Telephone: Woodward 2-3080 


Telephone: Elliot 4315 
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Says Church-Goers Are Best 
Prospects; Tells Why 


To the Editor: The writer has 
had the comment of Willard A. 
Pleuthner, of BBDO, on Creative 
Man’s comment on national church 
advertising, on his desk for two 
or three weeks. 

What Mr. Pleuthner says is so 
eminently sound that it should 
come as a shock to some of our ad- 
vertising geniuses who derive their 
knowledge of Man from books and 
who epparently have no knowledge 
of God whatsoever. 

To what Mr. Pleuthner says so 
much better than I could say it, I 
would add this: 

“For 15 years we have been en- 
gaged in the production and dis- 
tribution of transcribed Bible 
drama. During all this time we 
have found that three church-go- 
ing families are the equivalent in 
purchasing power, in responsive- 
ness, in serious #nterest in really 
intelligent sales presentations to 
any ten run-of-mine families. 

“Nothing mysterious about it. 
Most of us can figure it out for 
ourselves. When we are not helling 
around, we spend less; we feel 
better; we are more alert mentally; 
our spiritual tone is higher and our 
appreciation of better things is 
keener. 

“Also, if we didn’t spend a 
week’s salary last night to see 
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someone’s hole-card, or prove that | tom of including prices in their 
baby needs shoes, or try to con- ads? Personally, I purchase mer- 
vince a cold mama that we were) chandise as a result of advertis- 


a hot papa; if we didn’t spend two 
or three weeks’ wages yesterday 
stocking up a wine cellar with pro- 
hibitively-priced and atrociously 
inferior liquors which none of us 
would have sniffed twice before 
Prohibition ... 

“In any or all of the above in- 
stances, we have more unmort- 
gaged dollars to spend for worth 
while things ... we have more op- 
timism, more faith in ourselves, 
more desire to go on living and to 
live better...and we are better 
customers for any ethical commo- 
dity or service.” 

GEorGE LOGAN PRICE, 

George Logan Price, Inc., Los 

Angeles. 

Editor’s Note: Mr. Price’s*con- 
clusions about the relative pur- 
chasing power of church-going and 
“run-of-mine” families may be 
somewhat biased, but they are 
certainly interesting. 


Price Mention in Ad Copy 
Gets This Reader's Vote 


To the Creative Man’s Corner: 
Some time when a deadline is 
bearing down upon you and you 
need a subject—why not try to 
sweet-talk the advertising demons 
into going back to the prewar cus- 
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Look to Louisville... 


Cigarette production in Louis- 
ville is currently at the rate 
of 25 billion per year, 


COMPLETE | | 
NEWSPAPER | 
| COVERAGE 


‘) of arich metropolitan city area : 
of over 500,000 population 
for as little as 


| | 55¢ per LINE Daily : 


AND 


; 50c¢ per LINE Sunday 


toa Ns: ae 


; The Convier-Zonrnal 


THE LOUISVILLE TIMES 


335,585 DAILY @ 268,044 SUNDAY 


aera gs 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


. af 
id be. : 
Ty 7 eee 


Got ee ara 


ing but no advertisement can stir 
me unless I have some idea about 
the cost of the product. 

Right now, I want a radio-record 
player and read all ads concerning 
them. The headline of the RCA 
Victor referring to “a down to 
earth price” was inviting but there 
was no mention of price for any set 
advertised. On the other hand (in 
the same issue of the SEP) Strom- 
berg-Carlson lists prices, even if 
they aren’t so “down to earth.” To 
my mind, an ad saying a price is 
“down to earth,” “rock bottom,” 
etc., doesn’t mean a thing unless 
the actual price is listed. Then the 
reader decides whether or not the 
headline is fact or fancy. 

I am always disturbed by the 
omission of prices in ads, for I 
think cost is the deciding factor 
in most purchases; otherwise, how 
can a reader evaluate the other 
claims made about the product? 
Most ads make their subject sound 
so expensive that sometimes the 
average purchaser ignores the pos- 
sibility of making the purchase 
simply because he cannot afford it. 
If the price isn’t definite when the 
ad is prepared, at least an approxi- 
mate price can be given (with a 
footnote to this effect). Withhold- 
ing the price certainly doesn’t sell 
any more merchandise, but listing 
it does give the reader a chance 
to know whether or not he can 
buy a product by savings, taking 
in washing, or whatever other 
means he can devise short of rob- 
bery. 

FRANCES MERCER, 
Texarkana, Tex. 


Orchid Smells Sweet 


To the Creative Man’s Corner: 
I have been so busy acknowledging 
clippings of your recent column 
(AA, Nov. 1) which my friends 
have sent me from all over the 
country, that I haven’t had time 
to say thanks for your kind words. 
We certainly appreciate the com- 
pliment, and we haven’t quite re- 
covered from chuckling over the 
previous column you did on shirt 
advertising. 


I am sure that you will be inter- 
ested in seeing the entire campaign 
in one complete package, so I am 
taking the liberty of sending you a 
copy of our promotion book. We 
plan to continue with the same 
format, with a slightly different 
copy approach, this spring, but I 
can assure you under no circum- 
stances will I “whistle for my 
dancing girls.” 

ArTHuUR J. STRAUSS, 
Advertising Manager, The 
Manhattan Shirt Co., New 
York. 


Ghosts Maybe; No Cactus 


To the Editor: Here is an adver- 
tisement which certainly deserves 
The Creative Man’s attention and 
penetrating comment. It is a typi- 
cal example of how the smart boys 
in advertising rush so gaily into 
expensive magazine space without 
taking the few minutes to verify 
data with which they are playing. 

As any school boy could easily 
find out, the old Santa Fe Trail ter- 
minated, naturally, in Santa Fe; 
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and when there was an old Santa 
Fe Trail, there was no such place 
as Gallup. If there had been, it 
still would have been where it is 
now—some 200 miles west of Santa 
Fe. As for Flagstaff, it is just 
another 180 miles west of Gallup. 
In spite of the eagerness of copy- 
writer and artist to utilize the at- 
mosphere of the giant cactus of 
Southern Arizona, there never was 
and never will be saguaro cactus 
within 100 miles of the highway 
between Gallup and Flagstaff. 
This advertisement has ap- 
peared in the Post and Life and I 
presume in other magazines as 
well. To all those who know the 
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Southwest or who know south. 
western history, it certainly pla: es 
the American Trucking Assoc }- 
tions in a pretty silly position. 
Warp Hicks, 
Ward Hicks, Advertising, Al- 
buquerque, N. M. 


Zenith’s Phonevision Gets 
Praise from Maj. Armstrong 


To the Editor: You will, I am 
sure, be interested in the attached 
copy of a letter I received this 
morning from Major E. H. Arm- 
strong, whose great inventions 
have made him the father of radio, 

E. F. McDONALD JR., 

President, Zenith Radio Corp. 

Chicago. 

My dear Commander McDonaid: 
As I promised you in Chicago, | 
am writing to tell you my opinion 
of your phonevision system, after 
having thought over carefully the 
demonstration that I saw. I am 
satisfied from the experiment that 
I saw at Mr. Brown’s house in 
Glencoe that the system is a thor- 
oughly workable and practicable 
one and that the method of ac- 
complishing the results is novel. 

Almost 15 years ago I had the 
idea of transmitting a part of the 
television picture over the tele- 
phone lines and eliminating that 
part from the picture transmitted 
by the radio circuit, with the same 
purpose you have in mind—fur- 
nishing the solution of the “box 
office” problem. However, the 
methods that I used would not 
work out on the existing telephone 
lines and as I had the FM system to 
develop I did not continue work on 
it. The scheme that you are using 
today did not occur to me. 

Your boys have exercised an ex- 
traordinary amount of ingenuity 
not merely in overcoming existing 
troubles but in arriving at a solu- 
tion for difficulties that may arise 
in connection with the commercia! 
installation of the system on a 
large scale, and I am quite satis- 
fied that you now have the tech- 
nical solution of the box office 
problem. After having overcome 
the technical difficulties, all you 
have left to overcome are those 
forces set in motion by men, the 
workings of which are known to 
both of us from our experience in 
getting the FM system into opera- 
tion. 

You understand, of course, that 
the last thing I want to do 
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meets your 
screening test? 
She 


If you’re shooting for results — sales 
results — your target’s at the right. He 
and his wife maintain a standard of living 
that makes them community pace- 
setters. Better Homes & Gardens screens 
them for you with 100% service on 

their big interest — better family 

living in a better home. 


America’s First Service Magazine 
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| essume the role of an expert in 
field of commercial exploita- 
». and while I would not want 
}say that television stations may 
st support themselves in other 
a\s, it looks to me as though the 
eitest attraction of all—movies 
the home—will have to be paid 
' directly, and phonevision seems 
tre to be the only way to do it. 


Epwin H. ARMSTRONG, 
Columbia University, New 
York. 

ses 


onsumer Research Has 
toved Worth for Reliance 


To the Editor: The errors of 
litical pollsters will not cause 
Reliance Mfg. Co. to abandon 
nsumer research. It may be that 
x the time being many people 
ill be prejudiced against such re- 
parch and be skeptical about re- 
Its reported. It may be that the 


purchases in the United States by 
men and by women. 
You may be interested in the re- 
sults of a survey made in 1946 by 
the Wine Institute for the Wine 
Advisory Board which showed that 
61.6% of retail wine purchases 
were made by men and 38.4% were 
made by women. 

H. A. Cappow, 
Secretary-Manager, Wine In- 
stitute, San Francisco. 


Women’s Overalls No Mistit 
in Argentine Ad Copy 
To the Editor: I refer to a short 
article entitled “Paper, Personnel 
Shortages Retard Argentine Ads,” 
which appeared in your Aug. 30 
number, and want to thank you 
for having published this report on 
my speech at the Export Advertis- 
ing Association, on Aug. 25. 

There is, however, a slight cor- 


rection, which I would like to ex- 
plain. You quote me as saying that 
“some American advertising does 
not fit in with the Argentine way 
of life. Citing an American ad 
which pictured a woman in over- 
alls...Mr. De Luca explained 
that Argentine women are not ac- 
customed to working in factories 
and therefore the ad is a misfit 
in his country...” 

This is a small detail, naturally, 
and undoubtedly my imperfect 
command of the English language 
was to blame for having given you 
the mistaken impression. However, 
it is actually a fact that in Ar- 
gentina today, due to the growth 
of local industry, a great many 
women have begun to work in fac- 
tories side by side with men. 

Undoubtedly an ad showing a 
woman in overalls might be in- 
correct for many other South 


/ American countries, where women 


still remain more at home, but 
frankly, here in Argentina today, 
a woman in overalls would not be 
considered out of place for an ad. 
Ricarpo De Luca, 
Buenos Aires. 


Tart Praise for C. M. 


To the Creative Man: Wolcott 
Gibbs probably can’t write a great 
play and I have doubts about your 
capacity to create a great adver- 
tisement, but your criticisms, like 
Gibbs’, are often better than the 
thing you criticize. 

Your comments in the Nov. 8 
issue read as if you had just re- 
turned from a vacation full of vim 
and vinegar. Particularly titillating 
was your Bunthorne simile. Could 
be you are a Townsend and Caples 
young man? Is that bad? 

Ep SHoAFF, 


J. M. Straus & Co., Los Angeles. 
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se of such reports in advertise- 
ents will temporarily diminish. 
but in the garment business it 
ill still be good business to pre- 
est the public acceptance of new 
leas in design. 

There was a time when a new 
ature was shown to and dis- 
ussed by a group of people within 
ur organization only. Later ex- 
rience definitely proved the fal- 
acious judgment of such a limited 
roup. 

As examples: (1) About 20 years 
go a new shirt design was con- 
idered by a group of executives 
nd salesmen and rejected. Some 
ime later a competitor hit on the 
am idea and marketed it success- 
ully. (2) Two years later another 
nnovation was designed and simi- 
arly rejected by a group of sales- 
1en. But on this occasion the de- 
igner had the invention shown to 
everal hundred men outside the 
ompany. An overwhelming ma- 
ority of the outsiders considered 
he invention a real improvement 
nd it was adopted and success- 
ully marketed. (3) A third idea 
was unanimously accepted by our 
wn organization and a large num- 
er of dealers. There was great 
nthusiasm for it. But there was no 
epeat business and some of the 
merchandise was actually marked 
own te dispose of it. Had this 
roduct been exposed to even a 
ew hundred potential consumers 
he chances are it would never 
lave been produced. 

Subsequent to these three expe- 
iences we have had others which 
lave demonstrated the value of 
onsumer previews. So it is our 
pinion that common sense proce- 
ure in the matter of consumer 
olls or research should be contin- 
ied in the garment business. It 
vould seem that such procedure 
nust include (a) interviewing the 
ight people (b) giving them a 
lear understanding of the purpose 
bf the innovation, but no “sell” to 
build up transitory enthusiasm. 
Then if the vote on the product is 
0: too close, to unanimous, pro- 
eed conservatively on production 
bnd distribution until the final 
‘erdict of the public appears in the 
orm of repeat orders. The old say- 

that “two heads are better 
in one” might be enlarged to 
five hundred opinions are better 
han five.” 

Ne see one possible gain from 
h: recent polls debacle. Research- 
rs undoubtedly will proceed with 
nore caution in the taking and in- 
e:pretation of polls. But as for 
tbandoning our test-tubes of pub- 
\c opinion, let’s vote no. 

J. W. CHAMPION, 
Vice-President in charge of 
\dvertising, Reliance Mfg. Co., 
Chicago. 


.uotes Institute Survey 
Db} Wine Purchases 

To the Editor: Information ia 
pearing in recent issues of Apver- | 
rI;ING AGE indicates some confus- 
01 about the percentage of wine 
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WGN 


836 


Station ‘‘A”’ 


..- THE SPOT ADVERTISERS 
who selected WGN for their daytime, Monday 
thru Friday, middlewestern radio advertising 
received more*for their money than they would 


have on any other Chicago network station. 


Actually, in HOMES PER DOLLAR per quarter hour... 
924 


774 


Station ‘‘B”’ 


Make sure that each one of your dollars buys you into over 900 homes. 


The only station in Chicago, as shown above, that can do this is WGN. 


*Based on Nielsen Total Audience, January-April, 1948 using published time costs only. 
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Station ‘‘C”’ 


A Clear Channel Station... 
Serving the Middle West 


MBS 


Chicago 11 
Illinois 
50,000 Watts 
720 
On Your Dial 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


West Coast Representatives: Keenan and Eickelberg 


2978 Wilshire Bivd., Los Angeles 5 « 235 Montgomery St., San Francisco 4 
710 Lewis Bidg., 333 SW Oak St., Portiand 4 
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Drug Chains Stress 
Savings During 
‘Large Size’ Week 


New YorK—Drug chains 
throughout the country will stress 
the savings comsumers can make 
by purchasing the larger sizes of 
nationally advertised drug pro- 
ducts during the 11th annual Large 
Size Week, Jan. 14-24. Chain Store 
Age, New York, is coordinator of 


SMART DISPLAY 


tom Presentation Ring Binders : with 
metal bound 


plastic wi 
Sizes for sheets 22 x 17, 7x4 1411, 


Visvol Sling Aids write 


JOSHUA MEILR CO.INC. 


Pe dieser aa 


this merchandising promotion. 

More than 5,200 chain drug 
stores will promote larger sizes. 
Last year the chains published 
more than 350,000 lines of news- 
paper advertising space on this. 

Posters, pennants, streamers and 
price cards will be supplied with- 
out charge to the chains by Chain 
Store Age. The larger display 
pieces will carry the slogan, “Folks 
Who Would Economize Always 
Buy the Larger Size.” 


Greer Rejoins Thompson 


Thomas L. Greer, formerly in 
charge of creative work on the 
General Mills account at Dancer- 
Fitzgerald-Sample, Chicago, has 
rejoined J. Walter Thompson Co., 
New York, as a copy group head. 
Mr. Greer was a member of JWT’s 
copy department 12 years ago. 


Lambert Raises Shiell 


John Shiell of Lambert Phar- 
macal Co., New York, has been 
appointed assistant general sales 


manager of the company. 


Podastl Saree Figures on Department Store Sales 


WASHINGTON — Nationwide sales 
in department stores for the week 
ended Nov. 20 were down 6% 


from sales for the same week last | 


year, the third successive week in 
which the Federal Reserve Board 
reported declines on the year-to- 
year comparison. 

The Federal Reserve _ report 
caused a flurry of excitement in 
the press, which offered a wide | 
variety of explanations for the 
decline in buying. Most widely 
published cause for the drop was 
that consumers have reverted to 
their prewar habit of postponing 
Christmas buying until after 
Thanksgiving. 

The overwhelming turnout of 
shoppers immediately after the 
November holiday appeared to 
support this explanation, but no 


"NOTHING 1S MORE 
POWERFUL THAN HABIT” - Ws 


Put power behind your Automotive Service Industry 
Sales... make it a habit to advertise in 


Certomoteevse DIGEST 


First in (® circulation - - First in readership 
First in reader response 


Over 100,000 Paid Circulation---Largest in the Industry 


“No. 13 PLAIN | 
“HORSE SENSE" 
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figures are yet available which 
would definitely indicate whether 
the crowds that jammed the stores 
actually made heavy purchases. 

Furniture and clothing were 
among the lines hardest hit by the 
latest wave of “buying resistance.” 
Almost unnoticed, however, is the 
fact that sales volume during this 
same period last year reached rec- 
ord heights, present sales are still 
above 1946 dollar volume, and 
there were still such things as 
shortages in certain lines last fall. 


= In the districts reporting to the 
Federal Reserve Board, the volume 
decline was fairly general in scope. 
Greatest loss on the year-to-year 
basis was the 10% decline on the 
West Coast cities in the San Fran- 
cisco district. Largest declines 
among the cities were those of Los 
Angeles, off 15%; and Salt Lake 
City, Fort Worth and Providence, 
all down 13%. 

On the brighter side, three cities 
which reported declines during the 
week of Nov. 13 were in the plus 
column for the week of Nov. 20. 
Toledo moved from a minus 6% 
to a plus 6%; Miami shifted from 
minus 14% to plus 4%, and San 
Antonio from minus 17% to plus 
7%. However, Memphis, Tulsa and 
Washington moved in the reverse 
direction. 

Year-to-Year % Gain 
Week Ending 

Federal Reserve 

District and City 
UNITED STATES 
Boston District 

New Haven 

Boston 


Springfield 
Providence 


aera 
Syracu 
Philadelphia District ... 
Philadelphia 
Cleveland District 
Akron 
Cincinnati 
Cleveland 
Columbus 
Toledo 
Pittsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District 
Birmingham 


New Orleans 
Nashville 
Chicago District 
Chicago 
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EPARTMENT STO 
a SALES INDEX. 


1935-39 CQUALS 100 


Week to Nov. 20, °48* . p37) 
Week to Nov. 13, ’48*. .34; 
Week to Nov. 6, ’48*. ..32) 
Week to Nov. 22, ’47*. .39{ 
Week to Nov. 15, ’47*. .38) 
Week to Nov. 8, ’47*...347 


pPreliminary. 
*Not adjusted seasonally. 


we 


Little Rock 
Louisville 


Minneapolis District .... 
Minneapolis 
St. Paul 
Duluth-Superior 
Kansas City Disirict.... 


Kansas City 
St. Joseph 
oe City 


San Antonio 

San Francisco District. ..— 
Los Angeles Area 1 
Oakland 

San Francisco 

Portland 

Salt Lake City 

Seattle 


r—Revised. 
* Data not available. 


Farm Equipment Group 
Makes Chicago Debut 
Independent Farm Industries, 


new sales organization for plow 
harrows, cultivators, planters a 


‘| other standardized farm equipmes 


made by 11 independent manufa( 
turers, displayed its new line ¢ 
equipment for the first time at t 
National Farm Show at the Col 
seum in Chicago Nov. 26-Dec. 
Headed by C. R. Powers, fo 
merly in charge of procureme! 
engineering and manufacturing { 
Dearborn Motors Corp., IFI w 
offer independent manufacture 
nationwide distribution faciliti¢ 
at low sales cost. Equipment w 
carry both the manufacture 
name and the IFI insignia, 

will be designed for use with an 
type hitch and any make of trad 
tor. Headquarters of the group 4 
at 205 W. Wacker Dr., Chicago 


Moriarty Joins Transitads 


Robert D. Moriarty, former! 
with Life, New York, has join 


Transitads, New York. 


the sales staff of the Nation: 


926,313 DAILY 


about 12% in the last 
circulation of the 49 


industrialized market. 


now! 


CIRCULATION 


1,500,000 DAILY READERS 


The population of Ohio has increased 


eight years. But the 
newspapers of the 


Ohio Select List has increased over 30% 
— 22 times as fast as the rest of Ohio’s 
growth. For big returns put your advertis- 
ing dollars in this fast-expanding highly- 
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~~" Give him the electric shover 


PREFERRED BY MEN WO 


BACK IN DAILIES—The Sunbeam Shave- 

master reappeared in newspaper space 

last week with this copy, one in a series 

of holiday sales appeals for the electric 

shaver. Magazines also are being used 
in a continuing campaign. 


Sunbeam Launches 
Newspaper Ad Drive 
for Its Shavemaster 


Cuicaco—The Sunbeam Shave- 
master, “the choice of men who 
have tried them all,” will get an 
extra sales push this fall with a 
series of 624-line ads in news- 
papers of more than 120 cities, ty- 
ing in with a continuing campaign 
for the product in Life and The 
Saturday Evening Post. 

The new series in dailies marks 
Sunbeam Corp.’s first use of that 
medium for the Shavemaster since 
1939. It is part of a Christmas gift 
campaign for the six Sunbeam 
electrical appliances in the full 
line, all of which are supported 
by individual programs in national 
magazines, farm publications and 
business papers. 

The company believes the 
Shavemaster is now “the fastest 
selling electric shaver on the mar- 
ket,” A. E. Widdifield, advertising 
manager, told ADVERTISING AGE, 
adding that “its popularity has in- 
creased continuously all year 
long.” 


a The Shavemaster, introduced in 
1937 with a retail price tag of $15, 
is offered to Christmas shoppers at 
$23.50 this year. Newspaper copy, 
starting Dec. 2, emphasizes that 
the Shavemaster provides the “big- 
ger SINGLE head” that whiskers 
can’t escape, and that it is the 
“only electric shaver powered by 
a ‘real’ brush-type motor.” A 
Shavemaster ad, aimed at the 
Christmas gift buyer, headlined 
“This bigger SINGLE head gives 
you faster whisker pick-up,” will 
appear in the Dec. 6 Life and Dec. 
11 Saturday Evening Post. 

All six Sunbeam appliances, in- 
cluding the Shavemaster, Mixmas- 
ter, Coffeemaster, toaster, Iron- 
naster and waffle baker, were 
inked in a full-line Christmas ad 
n the Dec. 4 Post, advising con- 
sumers that these popular items 
ire scarce despite growing produc- 
tion, and that dealers will supply 
them as soon as possible. “So hold 
to your purpose and be richly re- 
warded,” the prospect is urged. 

The company is supporting in- | 
dividual products with full-color | 
pages in Better Homes & Gardens, 
Electricity on the Farm, Good’ 
Housekeeping, Ladies’ Home | 
Journal, Life, McCall’s, SEP, and | 
Woman’s Home Companion, as well | 
as What’s New in Home Economics | 
and other publications. Other copy | 
features more than one item in| 
each ad through the use of outside 
facing half pages in these maga- | 
zines. 

Perrin-Paus Co. handles the ac- 
count. 


Joins Small & Seitter 
O. Paul Fuerstenberg, formerly 
with Elizabeth Arden Sales Corp., 
has joined the executive staff of 
ms Q iffer, Inc.. New York. 


Brennan Advanced 

William E. Brennan, publicity 
manager and editor of “Rock Is- 
land Lines News Digest,” employe 
publication of the Chicago, Rock 
Island & Pacific Railroad Co., 
Chicagce, has been appointed di- 
rector of press relations of the 
company. T. J, Zirbes Jr., in the| 
public relations department, has 
been named press relations as- 
sistant and acting editor of “News 
Digest.” 


Ahrens Elects Endicott 

Charles G. Endicott, advertising 
manager of Restaurant Manage- 
ment and Hotel Management, pub- 
lished by Ahrens Publishing Co., 
New York, has been named a 
vice-president of the company. He 
has been with the company for the 
past 19 years. . 


KTLA Appoints Loudermilk 


Sherman Loudermilk, set de- 
signer and painter, has been named 
art director of KTLA, Hollywood 
television station. 


Hudson Promises 
No Extras on Cars 


WASHINGTON—Hudson Motor 
Car Co. has promised a House 
investigating committee that at 
least half its “Super 6” and “Super 
8” models will be shipped “with- 
out extras” after Jan. 1, and that 
dealers will be required to display, 
advertise and sell them “without 
extras.” 

In a letter to Rep. Kingsland 
Macy (R., N. Y.), chairman of a 
committee investigating practices 
of auto dealers, Hudson’s sales 
manager N. K. Van Derzee out- 
lined a new sales policy calling on 
dealers to sell with or without 
trade-ins; at suggested factory 
delivery prices; for cash or time 
payment, and “without special 
considerations.” 


w Rep. Macy, who plans further 
hearings on auto sales practices, 


commented that the Hudson policy, 
if carried out, would eliminate 
“profiteering” which his commit- 
tee has found in cases involving a 
local Hudson dealer and a local 
Oldsmobile dealer. 

In each case, salesmen were 
found to be accepting “tips” up 
to $500 for cars. The committee 
claims car buyers have been 
forced to accept at least $250,- 
000,000 of “extras,” including 
matched luggage, rear window 
wipers, tissue holders and other 
gadgets. 


Chaddock Joins MacFarland 


Robert B. Chaddock, formerly 
with Dancer-Fitzgerald-Sample, 
has joined MacFarland, Aveyard 
& Co., Chicago, as space buyer. 


Coleman Appoints Whealy 

Lyle C. Whealy has been ap- 
pointed general sales manager of 
Coleman Lamp & Stove Co., 
Toronto. 


Candy Advertising 
YOUR problem? 


Let Don Gussow and CANDY 
INDUSTRY help you with market 
data PLUS! CANDY INDUSTRY 
has the largest audited circula- 
tion (as compared with any 
publication in the field, pub- 
lished monthly or more fre- 
quently), the biggest volume of 
advertising,” and the greatest 
degree of readership (as proved 
by independent survey—copy on 
request). 

*Continuing Study of Candy Industry Ad- 
vertising—copy on request. 

Complete market data available. 


DON GUSSOW PUBLICATIONS, INC. 
Condy Industry Catalog & Formula Book = 
107 West 43rd Street, New York 18, N.Y 
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Here's the right combination to 
stimulate quick-action results for 
your selling team in the South's 
greatest market... 


The powerful morning Times-Pica- 
yune, followed by the influential 
evening States...a combined 
circulation that goes into 
180,947 of New Orleans’ 181,100 


The consistent use of this quick- 
action morning-evening combina- 
tion will bring cash-register re- 
sults you'll cheer about! 


Combined A, M. & P. M. City 


A. M. 166,960 Sunday 274,748 
3 mos. ending Mar. 31, 1948 


N. O. Homes 
181,100 


180,947 
Sunday City 
154,586 


TOTAL CIRCULATION 
P. M, 92,145 


TIMES: 


S ¥% MORNING 


¥& SUNDAY 


PICAYUNE and STATES 


% EVENING 


’ 
ON) ¥ Y) 2 
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Network © REPRESENTATIVES: JANN & KELLEY. INC. 
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Stetson ‘Star’ 
Ads Get Record 


Dealer Support 


} PHILADELPHIA—The John B. 
: Stetson Co. is so pleased with its 
: current campaign featuring famous 
movie stars wearing Stetson hats 

: that it will continue it next year 
and use the same ads in foreign 
countries beginning this month. 
Enthusiastic response and sup- 
port from 5,200 Stetson dealers 
throughout the country has made 
this the most successful advertis- 
7 ing campaign in Stetson’s history, 
* according to I. B. Jordon Jr., ad- 
vertising manager of Stetson’s 
men’s division. 
This $500,000 promotion was run 
in Life and The Saturday Evening 
Post during the past year. Begin- 
ning in February the ads will 
appear in the Post only. The reason 
for using one publication leads 
back to the dealers, who find they 
ae: can do better tie-in promotion 


National advertisers 
on WMBD get the 
dominant share 
of the Peoriarea 
audience. There are three big rea- 
sons for this one-station dominance: 


SALES EXPERIENCE 


Twenty-one years experience 
with the Peoriarea audience. 
WMBD beams the right show 
to the right audience at the 
right time at the RIGHT 
PRICE! 


PROGRAM EXCELLENCE 


High program standards are 
resulting in more and more 
WMBD live shows becoming 
sponsored by national adver- 
tisers. For instance — Vick’'s 
Chemical, P & G Dreft, Griese- 
dieck Beer, Standard Oil, Critic 
Feeds, Butternut Coffee and 
Phillips 66. 


FULL SCALE PROMOTION 


Well-organized promotion and 
merchandising department de- 
votes full time to courtesy an- 
nouncements, newspaper ads, 
bus cards, displays, direct 


mail, and merchandising 
publications. } 


ASK FREE & PETERS 


e 
WMBD 


PEORIA . 
CBS Affiliate © 5000 Watts | 
Free & Peters, Inc., Nat'l. Reps. 


when ads are concentrated in one 
magazine, it is said. 


s The background of the paint- 
ings of the stars wearing Stetsons 
always ties in with the type of hat. 

For instance, one ad shows Ray 
Milland wearing the Stetsonian hat 
in stagecoach brown. In this ad 
Mr. Milland is painted against a 
background of the Stagecoach Inn. 
In turn, dealers will decorate win- 
dows in this manner, with a full 
blow-up of this particular ad, sup- 
plied to them by Stetson. 


In addition to this tie-in, both | proving very successful for Stet- 


the ads and dealers give credit | 


to the latest film featuring the 
movie star in the ad. Dealers try 
to time their local promotion with 
their local theaters, both featuring 
the same star at the same time. 

The ads have proved so success- 
ful in the United States that Stet- 
son will launch a newspaper cam- 
paign, using the same ads in black 
and white, in Mexico, Cuba, Puerto 
Rico, South Africa and Central 
America. 


Another campaign which is 


son is promotion of western hats 
in the Saturday Evening Post. Mr. 
Jordon reports that more people 
from the eastern portion of this 
country write in for reprints of the 
western series of ads than those 
living in the West. 


= He also reports that many Stet- 
son dealers are setting up special 
departments in their stores just for 
western hats, and the $100 Stetson 
western called the “Open Road” is 
one of its best sellers. 


Advertising Age, December 6, 34 


Kenyon & Eckhardt, New Y. rk 
is the Stetson agency. The pa 11. 
ings in the current ads are d me 
by Slayton Underhill. 


Appoint Lippman 


Felix Lippman, formerly as is. N' 
tant to the president of Ward ? {a. Mi: in 
chine Co., Brockton, Mass., 1a; fica” 
been named director of adverti: ing Ho: | 
and sales promotion of Crown Nifg Bijcas 
Co., Airdale Worsted Mills, lic @y. ij 
Lippitt Worsted Mills, Inc., ing mur 
Wamsutta Mills, New Bedford 4 ff 


Mass. 


6... WALL STREET JOURNAL is tlie only national business 
daily (in fact, the only national newspaper) . . . printed every 


business day in New York, Dallas and San Francisco. . . 

shipped via air to 11 key distribution cities . . . circulated 

in every state . . . over 80% day-of-publication delivery .. . 
exclusive news reporting on national “situations” , . . its reporters, 
correspondents and analysts are literally everywhere. 
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A Wwertising Age, December 6, 1948 


young Urges Annual 
$20,000,000 Support 
for Selling America 


New YorK—Unless the Adver- 


ti: ing Council backs its “Sell Amer- 


ica” effort with $20,000,000 worth 
o§ advertising per year for at 
least four years, “it is likely to 
fail to offset the gains of Com- 
munism, the ignorance and in- 
difference of American adults and 
feil to get the story into the con- 


sciousness of our offspring.” 

That statement was made by 
John Orr Young, co-founder of 
Young & Rubicam, and now head 
of his own public relations firm, 
in an address before the Nov. 30 
luncheon meeting of the research 
and tax group of the American 
Marketing Association at the Hotel 
Sheraton. 

Mr. Young said that if anyone 
questions this $20,000,000 a year 
for newspaper, magazine, radio 
and other media for this cause he 
ought to compare it with the ad- 


i raciiny is : 


vertising expenditures for tobacco, 
beer and whisky, which, he re- 
ported, ran in the neighborhood 
of $118,000,000 in 1947. 

“The Advertising Council has 
a sound plan,” he said, “and has 
made a good start in expressing 
its plan, which briefly is to sell 
America back to the Americans— 
the American way of life. This 
brave plan can be one of the most 
potent events which has happened 
in advertising since I have been 
connected with this quasi profes- 
sion.” 


Mr. Young told AMA members 
that since the recent election re- 
search men have a public relations 
problem. “On Nov. 2 all my re- 
search friends in this room re- 
ceived a serious setback,” he said. 

“While Mr. Truman amazingly 
won, the research profession amaz- 
ingly lost. We share the job of 
regaining lost prestige. My former 
business associate, George Gallup, 
and his contemporaries, Messrs. 
Roper and Crossley, are hard at 
work winning back their old repu- 
tations.” 


they’re all the same man! 


Four men or four hundred. . . they’re all the same. 


Or take a nice, unround number like 155,283 for 
that matter. Because they’re all decision-makers*, 
and they read The Wall Street Journal—the only 
national business daily. 


Doesn’t matter if they live in San Diego or 
Detroit. Doesn’t matter if they make mudpacks 
or build bumpers. Coast-to-coast, any business 
and all business—they’re the active audience of 
The Wall Street Journal. 


Yes, The Wall Street Journal is on their desks 
every morning. They read it to get all the business 
news—fast, frequently, accurately. They are the 
best-informed business audience in America... . 
ready to be activated by your advertising. 


YOUR DOLLAR BUYS MORE HERE 


In 6 years the circulation of The Wall Street 
Journal has tripled. In 6 years its rate per thou- 
sand has dropped 56 percent. 


Today it actually gives you MORE for less. Con- 
tinuing surveys show it delivers the maximum 


of decision-makers for your dollar of all maga- 
zines or newspapers. 


You can be in The Wall Street Journal every 
other week for a full year—with a dominant 
8 in. by 10% in. space unit—for less than 
$16,000, And whatever your problem, it offers 
you all the flexibility only a newspaper’s big 
page size and high frequency make possible. 


INCREASE THE EFFECTIVENESS 
OF YOUR BUSINESS PAPER SCHEDULES 


Because The Wall Street Journal is read through- 
out all industry— manufacturing, mining, trans- 
portation, etc., it can add new strength to the 
already fine job you are doing. 


To help you see what a sturdy roof The Wall 
Street Journal can build over your business 
paper program, we have prepared data sheets 
showing its readership, industry by industry, 
function by function, title by title. Ask for your 
copies, match them up with the business paper 
coverage you are now buying . . . then you be 
your own decision-maker. THE WALL STREET 
JOURNAL, 44 Broad St., New York 4, N. Y. 


* 155,283 DECISION-MAKERS READ THE WALL STREET JOURNAL 


The total net paid attained circulation of The Wall Street Journal is over 135,000. A recent “one-out-of-every- 
four’ subscribec check established a total identified readership of 223,641—adding the ultra-conservative-figure 
of 16/25ths of an additional reader for each paid subscriber. Decision-makers selected are only those executives 
ranking General Manager, Department Head, or better. Ask to see the detailed figures. 


Bens 


daily vitality ... national coverage... all business 


Verschuur to Head 
Agate Club Officers 


Thomas Verschuur of Sport has 
been nominated for the presidency 
of the Agate Club, Chicago, com- 
posed of magazine advertising 
men. J. F. Morrissy, Life, has been 
named for vice-president; A. L. 
Vinnedge, Cosmopolitan, for treas- 
P. Hohmann, Woman’s 
Home Companion, for secretary; 
and E. J. Hughes, Newsweek, for 
assistant secretary. William Hen- 
ning, Country Gentleman, is re- 


urer; 


tiring president. 


Appoints Loudon Agency 


Henry A. Loudon Advertising, 
Boston, has been appointed to han- 
dle the advertising of Continental 
Screw Co., New Bedford, Mass., 
effective Jan. 1. This is in addition 
to its subsidiary, Hy-Pro Tool Co., 
whose advertising has been di- 
rected by Loudon since last May. 


Pollock Appoints Itgen 


Frank A. Itgen Jr., formerly 
with the U. S. Asbestos division 
of Raybestos Manhattan Corp., has 
been appointed an account execu- 
tive of Julian G. Pollock Co., Phil- 
adelphia. 


DOUBLE-CHECKED 


TYPOGRAPHY AND PRINTING 


Type 


TALKS 


. 
Quality 
Quality in advertis- 
ing typography is a 
matter of “know- 
how” and that infi- 
nite capacity for tak- 
ing pains which some 
ascribe to genius, 
but which we at 
Superior more mod- 
estly call our crafts- 
manship. Superior 
craftsmanship not 
only makes type talk, 
but makes it modu- 
late the whole range 
of advertising’s ex- 
pressiveness. Yet 
Superior puts no pre- 
mium on its skill. 
Compare our prices: 
the lower rate on day 
work, now $7.00 per 
hour, with overnight 
service $7.60 per 
hour; prices that in- 
clude our unique 
‘double - checking” 
service. Ask for liter- 
ature explaining low- 
ered rates in detail. 
We'll be glad to send 
a representative if 

you request us to. 


Superior 


Typography 


ee President 
Epvwarp A. Rorn....Secretary-Treasurer 
Grornce W. Horrman..... Vice-President 


305 E. 45th St., New York 17 


Telephone: MURRAY HILL 4-1112 
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AMA, N. Y., Elects White 


Donald W. White, research su- 
pervisor of Young & Rubicam, New 
York, has been elected president 
of the New York chapter of the 
American Marketing Association. 
Other officers elected are: Paul 
Titus, manager, plans department, 
Hearst Advertising Service, vice- 
president; A. Edward Miller, direc- 
tor of research, Life, secretary; 
Herbert A. Vitriol, director of re- 
search, Grey Advertising, assistant 
secretary; Russell H. Colley, pre- 
sident, A. S. Bennett Associates, 
treasurer, and Cy C. Chaikin, mar- 
ket research manager, New York 
Herald Tribune, assistant treas- 
urer. 


Rite nw ene ARE O 
THE LETTER SHOP, Inc. 


441 S. Dearborn St., Chicago 5.1inois 


Merges with ‘Film World’ 

Dave Bader, who founded the 
16 Millimeter Reporter, New York, 
in 1946, has merged his publica- 
tion with Film World, Hollywood, 
published by Charles VerHalen Jr. 
Mr. Bader will remain in New 
York to handle the advertising and 
public relations in the East. 


Launches Paint Display 


R. C. Evans Co., New York, is 
introducing a new paint display, 
called “Panel-Go-Round,” which 
shows paints in actual finishes. 
The company has named 11 man- 
ufacturers’ agents to handle the 
display, with delivery promised in 
30 days from order. 


Blaw-Knox Names Gray 
Blaw-Knox division of Blaw- 


Se / Knox Co., Pittsburgh, has named 


Russell T. Gray, Inc., Chicago in- 
dustrial agency, to handle the ad- 
vertising for its construction divi- 
sion. Industrial publications in 
the construction and related fields 
will be used. 


HA ymarket 1 


812 W. VAN BUREN STREET 
-1000 © Chicago 7, Illinois 


‘|cent years Miss @ 


ee 


You Ought to Know . 


lugged in a 3’ picture of his client|of radio’s 


Phillips Carlin 


When Dorothy Lamour’s agent | big overseas assignment—and one 


first—was the Pan- 


several years ago, Phillips Carlin, | American Conference in Cuba. He 


then eastern program manager for 
NBC, was convinced that Miss 
Lamour was a fit subject for ex- 


ploration by ra- 

dio. He hired the — a 

young lady and © 

built a late eve- : 

ning program ‘§ to = 

suited to her sul- | ’ 

try style. 
In .more 


re- 


Lamour has de- 
voted her efforts 
more to the mov- 
vies, where she 
could be seen as 
well as heard, than to radio. Mean- 
while, Mr. Carlin, who is now 
vice-president in charge of pro- 
grams for the Mutual Broadcasting 
System, has maintained a good 
average for picking radio shows 
and talent. 

“Breakfast at Sardi’s” (later 
Tom Breneman’s “Breakfast in 
Hollywood”), which set off the 
flood of daytime audience partici- 
pation shows, was created while 
he was master minding programs 
at the Blue Network (now ABC). 
He introduced Dinah Shore, Fran- 
ces Langford, “Mr. District Attor- 
ney” and “Queen for a Day” to net- 
work audiences. 


Phillips Carlin 


s There were, of course, occasional 
misses. He turned thumbs down on 
a high tenor named Dennis Day, 
who later gained fame and for- 
tune and his own radio show, as 
a Jack Benny stooge. 

Like lots of people driven to 
desperate lengths by the depres- 
sion, Mr. Carlin chose radio as a 
way out. After a tour of duty as 
a navy lieutenant in World War I, 
he had gone into the export-import 
business with some fraternity 
brothers from New York Univer- 
sity. With sales falling off, he got 
a part time announcing job at 
WEAF (now WNBC), New York, 
in November, 1923. More lucra- 
tive and exciting than export, radio 
gradually became his full time 
career. 

With Graham McNamee he de- 
veloped the basic techniques still 
employed for covering football, 


baseball and prize fights. His first 


and the technicians spent two days 
making ready for coverage of 
President Coolidge’s address only 
to have the lines go dead shortly 


we! after the start of the broadcast. 


Mr. McNamee carried on in New 
York, reading the speech until the 
difficulties cleared up. 


w Even the best announcers fluff 
now and then, and Phil was no 
exception. His prize boner and one 
that almost lost him a sponsored 
show: a tribute to John D. Rocke- 
feller Sr. on his 19th—he meant to 
say 9lst—birthday. 

Then there was the day he signed 
off the air an hour early, having 
completely forgotten a full-hour 
music show. He received a quick 
reminder in the form of a tele- 
phone call from an irate vice- 
president of the station, and the 
broadcasting schedule was at once 
resumed. 

In 1925 he began doubling as 
announcer and program director 
for WEAF. Not long afterwards 
he was named assistant eastern 
program director of the newly 
formed National Broadcasting Co., 
choosing a desk in preference to 
the microphone, with a two-thirds 
salary reduction, because: 

“I was getting a little tired of 
hearing myself talk. An announcer, 
covering something like Lind- 
bergh’s return to America has 
to do an awful lot of gabbing about 
nothing. After a while it gets a 
little dull.” 

He remained with NBC in 
various positions (“I always did 
about the same thing regardless 
of the title”) until the network 
was divided into the Red and Blue. 
He then was assigned to the Blue 
Network as_ vice-president in 
charge of programs. He took the 
same post at Mutual after Edgar 
Kobak became its president late 
in 1944. 


@ Mr. Carlin’s chief headache of 
the moment is television. He be- 
lives radio soon must begin re- 
vamping its programs to meet the 
inroads which television will make 
on certain peak listening hours. 
“In the future radio shows may 
have to be groomed for the audi- 


... that there are over 7,000 islands 
comprising the Philippine archipel- 


ago. 


problems. 


million. 


tively covered 


It’s no secret either that this rich 
group of Pacific islands is the only 
market in the Orient open to unre- 
stricted trade with the U.S. No duty 
imposed on goods of American 
manufacture. No currency exchange 


And so, last year, Philippine im- 
ports from the U.S. exceeded $427 


Many U. S. Advertisers know 
that the Philippine market is effec- 


Roces Publications, with a combined 
United States Offices—270 Park Avenue, New York 17, N. Y. 


Albert C. Capotosto Tel.: MUrray Hill 8-4777 


amon Roces Pusucations « 


Nowadays even first graders know... 


readership of over 2,000,000. Each 
publication of the Roces group 
blankets particular dialect sectors, 
particular trading areas—does a 
specific job. Together they provide 
island-wide coverage, influencing 
the buying habits of brand conscious 
Filipinos. They already prefer goods 
of American manufacture. Write for 
further information. 
eee 


The leading PM Daily Newspaper 
Eight Dialect Weekly Magazines 
The Outstanding English Language 


Magazine 
by the ten Ramon 


MANILA ¢ PHILIPPINES 


Publishers of THE EVENING NEWS ® LIWAYWAY ® KISLAP ® ALIWAN ® DAIGDIG 
PILIPINO KOMIKS ® BANNAWAG ® BISAYA-HILIGAYNON ® THE WOMAN’S HOME JOURNAL 


One schedule, complete coverage 
Communicate with: 


See ee tes i ee 
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ence which can’t get video. Mut ia) 
with its hundreds of stations j, 
small towns and rural areas, jj 
be peculiarly equipped to fur: is) 
that type of service. High-powe -e 
radio stations with their ‘op. 
heavy talent costs have the ros 
to fear from the new medium. 

“We are making plans for up- 
sophisticated, simple comedy shows 
and dramatic productions tailvred 
to please the large share of the 
listening public not expected tv be 
within reach of television in the 
foreseeable future.” 

When not concentrating on r idio 
and television, Mr. Carlin tries his 
hand at carpentering, goes fis) ing 
or golfing—and frequently tunes 
in a broadcast or telecast, strictly 
for pleasure. He and Mrs. Carlin 
make their headquarters at their 
White Plains, N. Y., home but 
spend a good deal of time at their 
Connecticut place. They have two 
daughters—one married and liy- 
ing in Mississippi; the other a col- 
lege sophomore, with stage aspira- 
tions. 


Advertising Bureau 
Advances Greene 


New YorK—William A. Greene, 
a senior member of the sales staff 
of the Bureau of Advertising, 
American Newspaper Publishers 
Association, for the past three 
years, has _ been 
named executive 
assistant to Har- 
old S. Barnes, 
director of the 
bureau. 

Mr. Greene 
first joined the 
bureau in Sept- 
ember, 1940, and 
has handled a 
large part of its 
work with _ to- 
bacco and auto- 
motive manufacturers. Previous) 
he was on the advertising staf 
of the New York Herald Tribun 

During the war he served in 
naval public relations, became av- 
iator attached to the Pacific fleet, 
and reached the rank of lieutenant 


W. A. Greene 


JWT Promotes Fitzgerald 
Edward R. Fitzgerald, head of 
the production control department 
for the past five years, has been 
appointed radio time buyer of the 
Chicago office of J. Walter Thomp- 
son Co., succeeding the late Mar- 
garet Wylie. Mr. Fitgerald has 
been with the agency for 12 years. 


Simon Millinery Names Ennis 
Simon Millinery Co., San Fran- 
cisco, has named Helen L. Ennis 
to conduct a national advertising 
and sales promotion campaign. 


MacDonald Leaves Botsford 
Rod MacDonald has resigned as 
account executive of Botsford, 
Constantine & Gardner, San Fran- 
cisco. 


3 that are [st 


1. CROSS COUNTRY NEWS 


An aviation newspaper de- 
voted to private flying . 
reaches over 2/3 of the air- 
orts in the U. S . circu- 
ation, 11,252. 


2. THE MAILBOX 


A direct mail advertisin 
dium devoted to the 
. . « reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 
families of the great south 
plains of West Texas .. 

reaches over 28,000 town and 

city homes. 


FOR RATES AND INFORMATION 
WRITE TO 


me- 
armer 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 


M. lL. HALL " 
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» Strictly ewan tier eae 
s. Carlin 4 Rieponmeitee CORPORATION or amEatCA 
at their uke aeetes vee beedeen Egtigye see Fevears Peeares 
ees OPENER—This is the first magazine ad 
._ Mf for Rib-N-Rite, the typewriter attachment 
AVE 'WOH made by Ribbonwriter Corp. of America, 
and liv. Dania, Fla. Magazines, newspapers and 
>r @ COl-M business papers will be used throughout 
> aSpira-M 1949 through Advertising Associates, 


Miami. 


ag Coolerator Will 
cree fAdd Electric 


les staff 
a o l 
ishers R 49 
bushes | Ranges in 
s been , F 
ecutive] CHICAGO—A new competitor with 
o Har-§ 2" old name is invading the elec- 
Barnes gitic range field, it was disclosed 
of theg here at the Coolerator Co.’s first 
national sales conclave since pre- 
‘reene§ War days. 
ed the Coolerator’s “Bannerline for ’49,” 
Sept- distributors were told, will include 
10, and three new electric ranges, as well 
‘led a 4S four new models of refrigerators 
of its 2nd two models of freezers. The 
h_ to- Story of how Coolerator will mer- 
auto- Chandise and advertise these new 
vioush products was dramatized in color 
, staf! and sound at a two-day meeting 
ribun attended by 75 U. S. and foreign 
ved in distributors and more than 200 of 
ne av- ‘heir sales personnel. 
» fleet Coolerator passed up the “typi- 
‘enant cal” convention for a fast-moving, 
hard-hitting sales story that distri- 
butors will be expected to relay to 
at of dealers. The core of a new sales 
tment training program will be three 
; been § Color sound slidefilms, produced 
of the f by Wilding Picture Productions 
homp- § here, to sell the advantages of the 
Mar- § new ranges and the two estab- 
1 has § lished lines. Company officials 
years. § believe the films will be equally 
nis 
Fran- 
Ennis 
0:1 Sell THE FABULOUS 
n. 
| AMUSEMENT INDUSTRY 
ed as 
sford 
Fran- 
es 
T 
Devoted expressly to physical 
WS property aspects and manage- 
ment interests. 
* STAGE & SCREEN edition 
24,967 Theatres and 
Auditoriums 
* SPORTS & PASTIMES 
edition—7,465 Arenas, 
Stadia, pools, Yacht and 
country clubs 
* DINE & DANCE edition 
4,993 Supper clubs and 
ballrooms 
* BOWLING & BILLIARDS 
edition—Circulation 13,041 | 
MULTIPLE ENTERPRISE | 
| section—Covers all above | 
Write today for ratecardandsample | 
copy of Current Issue. 
HARRISON TOLER COMPANY, INC. | 
226 N. Michigan Ave. 55 W. 42nd St | 
Chicago 1, fi. New York 18, N. Y. 


Tel.: Financial 6-0639 Tel.: LOngacre 4-6630 


effective as a consumer presenta- 
tion, for an individual prospect or 
a group meeting. 


ws The company’s greatest national 
campaign to date will include color 
copy during 1949 in Better Homes 
& Gardens, Country Gentleman, 
Farm Journal, McCall’s, The 
Saturday Evening Post and Suc- 
cessful Farming, supported by 
dealer cooperative advertising at 
the local level. Freezer sales among 
poultry growers have shown good 
results to date, and Coolerator will 
hit this specialized market via 
American Poultry . Journal and 
Poultry Tribune. Its freezers also 
will be promoted with space in 
Chain Store Age, Institutions and 
Progressive Grocer. 

Jewel Tea Co. is installing a bat- 
tery of four home freezers in each 
new store it opens, to spur frozen 
food sales, the distributors were 
told, while Grocerland Co-Opera- 
tive, Inc., has effected a 47% sav- 
ing on equipment costs through 
use of the same Coolerator units. 
The ’49 models will include a 15.1 


cu. ft. model for family use, which 
holds 500 pounds of frozen foods; 
and a 16.1 cu. ft. commercial 
freezer, with storage capacity of 
563 up to 600 pounds, and with 
removalge sliding glass doors. 

In a@dition to magazine and 
farm paper advertising, Coolerator 
and its dealer organization will 
use newspapers, outdoor, radio, 
displays and a variety of handout 
literature. 


# Coolerator will be competing 
in the mass market for major 
appliances not only with a host of 
others but also its parent company, 
Gibson Refrigerator Co., Green- 
ville, Mich., which plans a hefty 
campaign for its own models in 
the same three appliance lines 
(AA, Nov. 22). Production of these 
two firms is entirely separate, but 
Gibson and the 40-year-old Duluth 
company will pool their research 
on a full scale. 

Since Gibson purchased the 
company last January, numerous 
| Shifts have been made in top 
management. Two Hotpoint, Inc., 


i 


executives joined the firm in 
June, W. R. Schafer as vice-presi- 
dent and general manager, and 
W. C. Conley Jr. as sales manager. 
In September, W. A. MacDonough, 
sales manager of General Mills’ 
home appliance department, took 
over as Coolerator’s advertising 
and sales promotion manager. 

W. W. Garrison & Co., Chicago, 
handles both Gibson and Coolera- 
tor accounts. 


Batter-Up Mix to Bow 


Ezy-Maid Foods Co., Brooklyn, 
is planning an extensive consumer 
campaign beginning in January 
for Batter-Up liquid pancake mix. 
The mix is now being distributed 
to New York grocers by Cortley 
Frosted Foods, Inc., Ezy-Maid dis- 
tributor. J. B. Rundle Advertising, 
New York, is the agency. 


Key Brands Appoints Alter 


Jack Alter has been appointed 
manager of Key Brands, Inc., a 
subsidiary of Ben-Hur Products, 
Inc., Los Angeles. He will assume 
responsibility for the development, 
promotion and sale of Allbreeds, 


57 


the canned and dry dog food man- 
ufactured by Key Brands in its 
East Los Angeles plant. 


KWGD to Go on Air Soon 
Station KWGD, St. Louis FM 


station owned by the St. Louis 
Globe-Democrat, plans to begin 
operations about Dec. 15. It will 


have a 40,000-watt radiated power. 
Charles W. Nax is general man- 
ager, and Robert Brockman sales 
manager. 
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JAMES D. 
WOOLF 


Idea Consultant 


Write or wire for confiden- 
tial interview either at your 
offices or at mine in Santa 
Fe, N. M. 
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In Pittsburgh you can 


.. and cover thé 
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Major in 
Pttsburg’s 
-POST- 


6y FAR THE 
GES? ORCULATH 


GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, 


Routing your advertising as you route your salesmen 
is as SELL-amentary as A-B-C—Always Buy Circu- 
lation that reaches the consumers who buy from the 
dealers your salesmen call on. True, it’s hard to do 
in some markets—and too expensive in others! 


Yet it’s so easy and economical in Pittsburgh—with 
Pittsburgh's Post-Gazette! The Post-Gazette double- 
teams with your salesmen perfectly in selling the 
million central city people . . 
singing the same selling song to the two million more 
who live in and around the neighboring 144 cities 
and towns of 1,000 to 75,000 population. 
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New, Used Auto 
Market Buffeted 
by Cross Winds 


Demand, Prices, Type 
of Gasoline, Financing 
Occasion Much Debate 


Detroit—As conflicting state- 
ments come from officials of the 
automotive industry regarding the 
return of a buyer’s market in the 
larger luxury models, dealers and 
manufacturers express grave. con- 
cern over various matters, and 
consumers continue to buy the 
product. 

John R. Davis, vice-president of 
the Ford Motor Co. in charge of 
sales and advertising, said that 
first signs of a buyer’s market are 
already apparent in the higher 
priced luxury models. At the same 
time he said cars such as Ford, 
Chevrolet and Plymouth would 
enjoy a seller’s market for an- 
other 18 months to two years. 
This sentiment has also been ex- 
pressed by Henry Ford II, presi- 
dent of the company. 

At the same time, however, Karl 
M. Greiner, vice-president and 
general sales manager of the Pack- 
ard Motor Car Co., said that he 
found “no valid evidence of soft- 
ening in demand for new Pack- 
ards” during a 6,000-mile trip 
across the country. 

Mr. Greiner, however, admitted 
that in some localities, mostly in 
the interior of the country, de- 
mand had dropped off to such a 
point that dealers “were being re- 
quired to leave their easy chairs 
and begin to make a few calls.” 


ws John Gordon, general manager 
of the Cadillac division, General 
Motors Corp., said that on the 
other hand his production lines 
began building the 1949 Cadillacs 
with more bona fide orders on the 
books than the company can pro- 
duce during the next 12 months. 
Cadillac plans to produce 75,000 
units of its 1949 model and has a 
record 114,000 orders. 

The Frazer Manhattan, which 
certainly is in the  high-price 
bracket, is apparently experien- 
cing some buyer resistance, al- 
though corporation officials refuse 


to order... 


No matter whom you want to reach 
...the country’s 39 largest corpora- 
tions employing 20,000 or more 
employees or the 1,200,000 small 
businesses employing fewer than 3 
persons...Dunhil! will get for you 
their names, addresses, and any or all 
pertinent information. The country’s 
largest publishers, banks, insurance | 
companies, industrialists, use Dunhill | 
for lists. They can be tailored to your | 
measure, cut to your pocketbook. | 


Dunhill List Co. Inc. 


Dept. U, 565 Fifth Ave., New York 17 
PL azo 3-0833 
412 West 6th St., Los Angeles 


ay 


to admit as much. Production data, 
however, show that fewer and 
fewer of the higher priced Man- 
hattans are being turned out while 
the production lines at Willow 
Run are producing a record num- 
ber of Kaisers. 

It is apparent that Mr. Davis 
had reference to the Ford-built 
Lincolns when he indicated signs 
of a buyer’s market. 


s Meanwhile, veteran auto men 
are watching the upward climb 
of car prices with grave concern. 
They are far from impressed with 
the 7,000,000 orders on dealer 
books throughout the country. 
Most industry officials will pri- 
vately admit these orders include 
a large percentage of duplications. 

Refusing to be identified, a sales 
head for one of the leading auto 
producers said he doesn’t believe 
7,000,000 new automobiles would 
be bought within the next 30 days 
if it were possible for the industry 
to produce them. 

One large dealer said his group 
is already scanning the horizon 


for the first signs of the day of 
reckoning when the industry will 
once again depend on the mass 
market, rather than the individual 
with ready cash or a high-priced 
trade in. 


ws Another dealer in a well-to-do 
neighborhood said that his cash 
deals had dropped from 95% to 
70% of his volume. “Even my 
trade will soon be looking for fin- 
ancing and that means the mass 
market is coming back,” he said. 

It is generally agreed among au- 
tomobile sales managers that no 
one with an income of less than 
$400 a month can afford to accept 
present financing terms, which 
call for not less than $70 a month 
payments on balances. 

The $70 a month isn’t all. When 
insurance and finance charges are 
added, that $70 comes nearer $100, 
and even the $400-a-month group 
would be hard pressed to take $100 
a month out to pay for an auto- 
mobile. 

Dealers generally are inclined 
to blame the factory and believe 


the auto makers are showing indi- 
cations of greediness with an in- 
clination to add to the inflation 
fire. 

“Any manufacturer who as- 
sumed the attitude that the public 
is willing to pay any price for a 
vehicle, and prices it that way, is 
looking for trouble,” a high official 
of one of the automobile com- 
panies said. “The demand is there, 
certainly, but it can change to re- 
sistance very fast and then we’ll 
be entering a new era.” 

Every new car model introduced 
this year has carried a higher price 
tag. The steepest increase was the 
$390 added to some Nash models. 
Others which boosted prices with 
new models were Oldsmobile, 
Ford, Mercury, Lincoln, Hudson’s 
convertible, Kaiser-Frazer and 
Buick. The same can be expected 
when other new models are pa- 
raded out. 


ws These price increases are defi- 
nitely dangerous and peril the 
market, according to E. Ray Cory, 
chairman of the American Auto- 


Advertising Age, December 6, | }49 


mobile Association’s committee op, 
consumer relations. 

He asserted at a meeting of i 
AAA at San Antonio, Tex., | 
week that hundreds of thousa) 
of motorists will be priced off he» 
nation’s highways if the pres nj 
automobile inflationary spiral c n- 
tinues. 


ws Mr. Cory related findings by his 
committee that the great majo) ity 
of the 40,000,000 passenger car: in 
use today were designed for re ‘u- 
lar trade gasoline and motor sts 
are literally wasting millions of 
dollars annually through unnec°s- 
sary and unwise purchases of p‘e- 
mium fuels. He also reported: 

1. Chaotic conditions in ‘he 
new-used car markets are con- 
tinuing to prove a source of majo: 
resentment on the part of the 
motoring public. 

2. Many dealers are continuing 
to load cars with unwanted acces- 
sories; they refuse to make a deal 
unless a trade-in is offered and 
then give an allowance on the 
trade-in hundreds of dollars be- 
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low the going market value. 

3. Modern car styling is adding 
tc the cost of automotive repairs; 
wiat used to be a simple matter 
o! fender-straightening has be- 
cme a major body repair job. 

4. The motoring public is be- 
«ming dissatisfied both with the 
« st of repair work and the type 
0! work being performed at many 
gi rages. 

5. There should be a _ break- 
d-wn of all charges included in 
ai automobile financing contract. 


s The Federal Reserve Board also 
has concerned itself with the auto- 
mobile market and has found that 
more and more people are turning 
to used cars after being priced out 
of the new car market. 

However, the survey by the 
board showed that 6,500,000 per- 
sons would buy new and used 
cars this year if they were avail- 
able and are prepared to spend 
$10 billion for them. But less than 
4,600,000 new cars will be avail- 
able. 


as new car sales increase, used 
car turnover grows. Regarding in- 
comes, the board’s survey showed 
that three-fifths of all car buyers 
had incomes better than $3,000, 
and that even with those incomes 
were dropping out of the market. 

Further, the survey showed that 
while only one-fifth of the car 
buyers in 1946 bought on credit, 
this had risen to one-third by mid- 
1948. 


15,400,000 WANT 
CARS, SAYS CROWELL 


New York—The Crowell-Collier 
Publishing Co.’s 12th annual au- 
tomotive survey reveals there are 
15,400,000 prospects for cars to be 
bought, new or used, between the 
time the study was taken last July 
and the end of 1950. 

The survey reports that 28,700,- 
000 U. S. families, 68.3% of the 
total, own a car. More than one 
car is owned by 1,400,000 of these 
families. Forty-six per cent bought 


The typical car on the highway | This would result in more gadgets. 


today is a 1940 model with 59,000 
miles on its speedometer, accord- 
ing to the survey. The car servi- 
cing and repair bill in the U. S. 
amounts to about $4,700,000,000 
annually. 

Of the 15,400,000 prospective 
buyers, Crowell-Collier found that 
12,900,000 plan to purchase a new 
car but only 6,091,000 orders have 
been placed by 4,500,000 prospects. 


CAR STYLING CALLED 
MUCH TOO MASCULINE 


Detroit—tThe interior styling of 
automobiles is due for a drastic 
change in the next few years, with 
women getting a better break. 

Miss Helen Rother, feminine 
stylist and designer, and George 
W. Walker, industrial designer, 
outlined this view recently before 
the Society of Automotive Engi- 
neers here. 

Both expressed the opinion that 
more of the woman’s touch is 


contrasting upholstery combina- 
tions and numerous other changes, 
they said. 


ws Miss Rother declared that more 
gadgets are coming in automobiles, 
such as outlets for heating baby 
bottles and canned soup, cigaret 
lighters on springs, umbrella hold- 
ers, safety belts and others. 

“It is the gadget of today that 
will sell the car or house of to- 
morrow,” Miss Rother predicted. 
And with more exciting combina- 
tions and contrasts of color there 
will be less chrome, she believes. 

“I believe we must break down 
the mass of future car buyers not 
into standard, deluxe and special 
types, but into a few groups ac- 
cording to their needs and expec- 
tations,” Miss Rother asserted. 
“This should be our first step to- 
wards better interiors.” 


ws Mr. Walker was more emphatic 
than Miss Rother in viewing the 
woman as the major purchaser of 


The survey shows further that 


new and 54% purchased used cars.| needed in today’s automobiles. | an automobile. 


Hupsets one of the oldest theories 


in the magazine business 


A statement of interest 
to everybody who reads magazines 


or advertises in them 


For as long as most of us can remember, magazines 
have been arbitrarily divided into two categories. Mass 
magazines and Class magazines. 

A publication was in the Mass group if it had a large 
circulation. It was in the Class group if it had a small circu- 
lation of high-income readers. 

The theory was that a Class magazine could never 
achieve mass—and vice versa. You could have a lot of 
milk or a little cream. But you couldn’t have alot of cream. 


This theory has been shaky for a good while now. 
Several magazines have built up large circulations that 
include a high percentage of high-income families. 

But the record of a magazine less than three years old 
—HOLIDAY—should demolish the old theory for all 
time. Consider these facts: 

With a current circulation that has passed 800,000 
and an estimated 6,000,000 readers— HOLIDAY is quan- 
titatively a Mass publication. 

On the other hand, HOLIDAY families have a higher 
average income than those of any Mass publication and 
more incomes of $10,000-and-over than any Class publi- 
eation. 

HOLIDAY is America’s most beautiful magazine. A 
single copy costs 50 cents. Yet it has reached its present 
circulation among so many alert and eager people faster 
than any magazine selling for 35 cents or more. 

In short, you can call HOLIDAY the highest-class mass 
magazine. With equal accuracy you can call it the most 
massive class magazine. The important thing is that it is 
BOTH. This two-dimensional leadership is of considerable 
importance to advertisers because of the nature of the 


market involved—the biggest “best-able-to-buy” market 
that has ever been covered by a single publication. 

What would you expect the mathematical result of 
multiplying mass by class to be? You'd expect it to be 
response. And that is precisely what it turns out to be. And 
to a spectacular, record-breaking extent. 

HOLIDAY advertisers—now numbering more than 
900—have encountered a responsiveness to HOLIDAY’s 
pages that usually eclipses all their previous records, by 
inquiries and by sales. By the trade and by consumers. 
By both men and women. 

On the page opposite is a new formula for responsive- 
ness in advertising. It replaces an old theory that was worn 
out. And because its validity has been proved, HOLIDAY’s 
advertising revenue for 1948 is more than $3,000,000, a 
gain of 80 per cent. That’s a lot any time. This year it is 
doubly significant. 


Why do so many people hate 
to miss a HOLIDAY? 


No magazine can hope for success unless it fills a very 
real need. 

HOLIDAY fills a need that is as old as man himself 
and as new as this global age. The need to look beyond the 
everyday horizon. The need to lift the curtains of space 
and time. The urge to know more about the exciting world 
in which we live. The desire for a fuller life. 

Every month, HOLIDAY packs that wider world, that 
fuller life, between the covers of a magazine and does it 
lavishly. Its reporting is warm, lively, authoritative. Its 
pictures and its colors are unsurpassed. 

As a result, every HOLIDAY is awaited with eagerness 
by all the family, by men and women alike. They read it 
in a relaxed, Holiday mood. They clip it. They save it. 
They love it. 

And so will you. 


HOLIDAY 


most massive cLass market in the world / 
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“If you want to know what will 
sell, watch the woman,” Mr. Walk- 
er said. “Eighty-seven per cent of 
all merchandise in the United 
States is purchased by women— 
and her viewpoint is particularly 
important in car interiors.” 

As far as present automobile 
colors are concerned, Mr. Walker 
thinks they are men’s. colors. 
“They were fine 20 years ago, but 
now we find ourselves trying to 
sell Anna Held products in Lana 
Turner’s time,” Mr.- Walker sug- 
gested. 

He pointed out that today the 
manufacturer spends $4 to.$5 a 
yard for the necessary 15 yards 
to upholster a car. 

“Then the buyer immediately 
conceals his $70 investment under 
$30 worth of seat covers,” Mr. 
Walker said. “The irony of it is 
that the $70 material won’t wear 
one bit longer or better than plain 
duck at $1.50 a yard. So why not 
save the original investment and 
let the customer pick out the in- 
terior color schemes she likes best.” 


Five Appoint O’Brien 


O’Brien Advertising, Vancouver, 
B. C., has been appointed to han- 
dle the advertising of Eureka Mfg. 
Co.,'maker of a new line of anti- 
freeze for distribution throughout 
British Columbia; Hart Bros. Con- 
struction Co., building contractor; 
International Agencies & Machin- 
ery Ltd., distributor of mill and 
mine machinery and parts; Na- 
tional Dress Co., manufacturer of 
ladies’ dresses, and Rokorol (West- 
ern) Ltd., manufacturer and dis- 
tributor of nursery equipment and 
playroom furniture. 


Brind’ Amour to Walsh 


C. Brind’Amour, formerly as- 
sistant translator and account ex- 
ecutive of Canadian Advertising 
Agency, Montreal, has been ap- 
pointed to head the French divi- 
sion of Walsh Advertising Co., 
making his headquarters in the 
Montreal office. 


Schilling Names Hartman 

J. L. Schilling Co., New York, 
maker of electric trains, boats and 
other toys, and publisher of chil- 
dren’s books, has appointed L. H. 
Hartman Co., New York, to handle 
its advertising. 


DONT Make 
Process Plates 
from Color Films! 


“While good printing plates can be 
made from a color film direct, you 
never know ahead of time just how 


the final proof will look. 


A CHROMART Print made from your 
color film is something definite to dis- 
play and okay. This full color print is 
also your artcopy for platemaking and 
gives your engraver copy he can match, 
assuring finest reproduction. 


_CHROMARTS can be lettered, re- 
' touched as desired, pasted into final 
| art with but one set of plates for an 
‘entire page. From $52 to $122, de- 
| pending on print size. Write! 


Frank Miller Laboratories 
846 N. Fairfax, Hollywood, Calif. 


P , ‘ 
| America’s oldest colorprint service ... 
| the choice of top advertisers for 11 years. 
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Harding Named Ad Director 


Morgan Harding, formerly Phila- 
delphia advertising sales represen- 
tative of The Saturday Evening 
Post, has been appointed advertis- 
ing director of Presbyterian Life, 
Philadelphia. 


Tire Group Names Sherman 


Benson W. Sherman, Inc., San 
Francisco, has been appointed to 
direct the advertising of the Calif- 
fornia State Tire Dealers’ Associ- 
ation. 


Poyntz Names Heggie V. P. 


Jack Heggie has been named a 
vice-president of Alfred R. Poyntz 
Advertising, Toronto. He has been 
with the agency for four years. 


Customer Relations 
Supplanting PR, 
New Survey Finds 


New YorK—As part of the com- 
ing of a buyer’s market, more com- 
panies are switching their public 
relations activities to customer re- 
lations, The National Industrial 
Conference Board erported last 
week. 

The survey found: 

Most companies’ programs have 
not undergone much expansion 
since the war, but 10% found a 
greater need for public relations at 
all levels. Organization for public 


FULL PAGE advertisements and those measuring one inch single 
column—as well as advertisements of almost every conceivable size 
in between—are successfully published in OUR SUNDAY VISITOR- 
REGISTER UNIT for advertisers who know they are receiving 
profitable results. 

The more than 1,200,000 families who read these respected 
pages, seeking news and information, guidance and inspiration, 
have proven to be good customers for large and small advertisers 
—readers who respond promptly with checks and money-orders as 
well as with purchases through their local stores. 

73.2% of these families own their homes. 51.5% are in the 
$3000 to $5000 annual income bracket. 464% live in cities of 
100,000 or more population. 68.6% live in the area where 67.6% 
of all retail sales are made. 

This 1,200,000 family audience is not too small to produce 
profits for the largest advertiser, and not too large to produce 
successful results for the smallest advertiser! Look into this 


Opportunity. 


Dur Sunpay Visitor-Recister Unit 


Publishers Representative 


C. D. BERTOLET & CO. INC. — 30 N. DEARBORN ST. — CHICAGO 2, ILL 


relations varies with corporation | 
size: half the corporations with | 
sales $100,000,000 or more have 
public relations departments, but 
in smaller companies only one 
company in six has a department, 
and frequently public relations be- 
comes a function of the advertising 
department. 

No instance was reported of a 
separate public relations depart- 
ment in companies with sales of 
less than $1,000,000. 

Where the function is depart- 
mentalized, the director usually 
reports to top management, fre- 
quently to the president. But some 
corporations say they place littie 
emphasis on their relations with 
the public, usually because they 
do not deal with the general pub- 
lic, or they have few stockholders, 
and sometimes they feel that pub- 
licity received by the industry 
through a trade association is suf- 
ficient. 

The use of outside counselors 
also varies with size. Among com- 
panies with $100,000,000-plus sales, 
one company in five hires a coun- 
sel; below the $100,000,000 mark 
only one company in ten has coun- 
sel, and only 5% of the companies 
below $1,000,000 annual volume 
hires counsel. 

The NICB found that, although 
relations with the public are a 
continuing consideration of top 
management, the head of the pub- 
lic relations department does not, 
ordinarily, participate directly in 
management decisions. “His parti- 
cipation is of an advisory nature, 
except of course when an officer 
of the company is in charge of the 
department,” the report says. 


Ballantine Sponsors Bout 
on CBS Television Net 


P. Ballantine & Sons, Newark, 
N. J., will sponsor the non-cham- 
pionship bout between Ray Robin- 
son, world’s welterweight cham- 
pion, and Steve Belloise, middle- 
weight contender, Dec. 9 over the 
CBS television network. Stations 
in New York, Philadelphia, Bal- 
timore, Washington and Boston 
will air the event. 

J. Walter Thompson Co. is 
agency for Ballantine, backer of 
numerous sports telecasts. Russ 
Hodges will handle the commen- 
tary. 


NAM Schedules New Film 


The National Association of 
Manufacturers has scheduled a 
16 mm. motion picture, “What 
Makes America Click?”, which 
goes into production on Universal 
Pictures’ Hollywood lot about Dec. 
10, and is expected to be ready for 
premiere about February. Staff- 
written, the picture is designed for 
showing to industrial employes, 
schools and club circuits. NAM has 
sponsored nine other motion pic- 
tures since 1936. 


IN THE RACE FOR LISTENERS 


a > 
Big Aggie 
Is a Winner in 
Of All Quarter-Hours !* 


5 states, 43 stations receiving mention. 


Share of Audience 


A Cowles Station 
SIOUX CITY © YANKTON 


ABhated WHE The American Brosdcastiog Co, 


570 KC — 5,000 Watts 


9O" 


*Diary study made by Audience Surveys, Inc. of a 500-family sample in 80 counties in 


a _ oe Ae a ee 
In Use WNAX | Station A | Station B 
Devtime | 35.6% | 35.1% 98% | 7.8% 
Evening 33.8 29.8 9.1 18.6 
Average: 
| Get full details from your Katz man. | 
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Will the F.0.B: Mill Pricing System 


make it necessary for you 


to have a plant in Pennsylvania? 


BE ttast rurwace 
KEY @ rowne mu 


Brew weaaTH Of 
a asctee ovawace 


A Supreme Court decisioa outlawing the historic basing point 
system of prices for cement is forcing steel companies to abandon 
the basing point system on sicel as well. It has been predicted 
that this will mean a great competitive advantage to stccl 
fbricators arid steel consumers located close to stcel producing 
centers . . . and comparable disadvantages to companies far 
removed from steel centers. 

Already a number of companies are looking over the many 
possible plant locations in Pennsylvania where they may enjoy 
these advantages. You have a wide choice of locations from 
which to choose, for there are 109 steel plants located in 70 
cities and towns scatiered over a large area from the castern to 
western ends of Pennsylvania. These include blast furnaces, 


NEW FABRICATING PLANTS | 
IN STEEL-PRODUCING CENTERS 


GEVERAL MOTORS has announced that it «ill 
build a new sicel fabricating plant near Pittsburgh 
to produce -tampina= for the Fisher Body Division 
this new plant adjoins the giant Irwin Works of 
Laited States Steel. 

GENERAL MOTORS has announced that it has 
leased @ war-built plant at An! . near 
Viltsburgh, to produce cuttings aod stampings. 
KRELSEY-HAYES WHEEL Company. bas bough: 
the McKeesport (Po.) works of the Jones & Laughlin 
Meel Corporation and will eventually occupy 
‘mnildings (bere. 


open bearth and electric furnaces and rolling mills. 

This change in the steel pricing system is just another reason COMMONWEALTE OF PENNSYLVANIA 
for conting to Pennsylvania. Here you are close to the biz : 
Eastern markets and close to large forces of skilled labor, Be the Heart of the World's Greate Market mith 

The Pennsylvania Department of Commerve has made in- OW 0d Eoaple within « Radius af jit Miles 


tensive studies of locations, sites, and facilities all over the 
State and will be glad to help you find the place sou want lor 
your plant or branch, 


samas 4. BUFF, Gooernor 
@kus J. maTIMEWS, Secretary of Commerce 


BASE POINT AD—The Commonwealth of Pennsylvania, in this newpaper od 

through Ketchum, Macleod & Grove, points out that the new f.o.b. mill pricing 

system may make it necessary for some fabricators to move toward the source of 
supply—for instance, Pittsburgh. 


Gets Miami Hotel Account 


Kimball Names Richards 


Atlantic Towers Hotel, Miami Bob Richards, assistant publicity 


Beach, Fla., has appointed Adver- 
tising Associates, Miami, to handle 
its advertising. Copy is appearing 
in 14 metropolitan newspapers 
throughout the eastern and mid- 
western states. 


Joins Harrington, Whitney 

Dan Lewis, formerly with Mc- 
Cann-Erickson, San Francisco, has 
joined Harrington, Whitney & 
Hurst, San Francisco, as an ac- 
count executive. 


Reader and Ripp Join Dubin 

Robert W. Reader and Jerry 
Ripp have joined Dubin Advertis- 
ing, Inc., Pittsburgh. Mr. Reader 
will be an account executive. 


director of Foote, Cone & Belding, 
Hollywood, has resigned to become 
manager of the publicity depar'- 
ment of Abbott Kimball Co. o! 
California. He will make his heac- 
quarters in the Los Angeles office 


Lawrence Joins Hoyt 

Gaius J. Lawrence, formerly 
with J. C. Penney Co. and Mont- 
gomery Ward & Co., has joined the 
merchandising department 0! 
Charles W. Hoyt Co., New York 


Appoints Wandless 

Jornada, Bogota, Colombia, news- 
paper, has appointed the H. J 
Wandless Co., New York, as its 
United States representative. 


To New Yorkers... 


Have you ever thought 
of having your mats 
and plastic plates nade 
and distributed from a 
central point? 


PROGRESSIVE MATRIX COMPANY 
517 S. JEFFERSON STREET 
CHICAGO 7, ILLINOIS 


P.S.—We operate 3 shifts 
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Northwest Airlines 
Plugs New Service, 
Half Fare, ‘Tests’ 


St. Paut—Northwest Airlines’ 
new Hawaii flight service which 
opened up Dec. 1 is being heralded 
in a heavy advertising schedule 
in 90 newspapers along the air- 
jine’s route, including Vancouver, 
Victoria, B. C., and the Hawaiian 
Islands. 

Inauguration of the air service 
jirect to Honolulu from New York, | 
Chicago and Minneapolis, via 
Seattle or Portland, breaks the 
travel monopoly enjoyed by Cali- 
fornia up to now. 

Two introductory insertions of 
600 lines will appear in news- 
papers of major cities on North- 
west’s route from New York to the 
West Coast. These will be fol- 
lowed with 200-line ads three 


4 times weekly. 
Magazine ads in Newsweek and 
———.. BTime spotlight the new service. 
; cunrans | Direct mail, special literature, dis- 
| that it will plays in travel agencies and air- 
ody Drie, | port terminals will assist the over- 
“ie Works « | Ball promotion. 
a, tf In addition to the Hawaiian pro- 
~_ motion, Northwest Airlines is 
<a plugging its “Half-Fare Family 
Plan,” instituted to boost business 
————~ i during winter months. Regular 
S¥ivanim 9 250-line insertions the first month 
ction of the plan were used in major 
mM Miles on-route cities, followed by a reg- 
ular weekly schedule of 56-line 
sities advertisements. 
paper od Bs Coincident with these two major 
il pricing H romotions, the airline has come 
nee up with a_ successful gimmick 
which may prove the answer to a 
general fear of flying which many 
1s people have. The airline is con- 
publicity ducting a series of “get acquainted” 
Beldins§ fights at Wold-Chamberlain field 
0 become 


in Minneapolis-St. Paul, taking up 


+ passengers on a half-hour “test” 
nis head. flight for $2.50 each Sunday. 
es office The experiment started about 


a month ago at Seattle, Portland 
and now here, backed only by 
local publicity. Tremendous inter- 


formerly 
est by the public is reported. Each 


d Mont- 


yined the test flight is well scheduled, with 

‘ent off stewardesses and pilots explain- 

w York fing the why and wherefore of 

flying while in flight. 

Newell-Emmett Co., New York, 

a, news-§f is the agency. 

e 8. J 

as its 


Fredenburgh Leaves 
Duell, Sloan & Pearce 


Theodore Fredenburgh has re- 
signed as general manager in 
charge of sales, advertising, pro- 
motion and _ publicity for Duell, 
Sloan & Pearce, New York, ef- 

fective Jan. 1. Prior to joining 
@ Duell, Sloan & Pearce, Mr. Fre- 
lenburgh was general sales man- 


ve. 


Perfect For 
PREMIUMS 


ay vit ¢ ~ 
ee 


eae 
Sate ~~" 


Leonardo Da Vinci’s famous 
painting beautifully repro- 
Y duced on 10” plate in full 
color. Border in warranted 
23-karat gold. Mr. Premium 
Buyer—the only new idea in 
a decade. 


Write for details and 
illustrations. 


SANDERS MFG. CO. 


Plate Dept. 1 


ager for Joshua B. Powers, New 
York, overseas media represent- 
ative. Following a vacation, Mr. 
Fredenburgh will announce his 
future plans. 

Joan Washburn of the publicity 
department of Duell, Sloan & 
Pearce will be in charge of pub- 
licity. John D. Hurdon, sales man- 
ager of the company, will coor- 
dinate sales, and C. Halliwell 
Duell, chairman of the board, pres- 


‘ident and treasurer, will be in 


charge of advertising. 


Daymac Robes to Walsh 

Walsh Advertising Co., Toronto, 
has been named to direct advertis- 
ing in consumer media for Daymac 
Robes Ltd., Toronto, maker of 
ladies’ rainwear, robes, housecoats, 
slacks and skirts and men’s rain- 
wear, dressing gowns and smoking 
jackets. 


AP Parts to Powell-Grant 

AP Parts Corp., Toledo, man- 
ufacturer of mufflers and _ tail 
pipes, has appointed Powell-Grant, 
Inc., Detroit and Cleveland, to 
handle the advertising for its new 


Ruppert Appoints 
Taylor Ad Manager 


New YorK—The series of 
changes in the executive personnel 
and advertising force of Jacob 
Ruppert Brewery went on last 
week. R. R. Carlier was removed 
as advertising manager and re- 
placed by J. J. Taylor Jr. 

Mr. Carlier joined Ruppert in 
March after being advertising 
manager for Continental Can Co. 

Mr. Taylor has been a member 
of Ruppert’s advertising depart- 
ment since 1937, with the exception 
of three years in the Army, and has 


Gets Two New Accounts 


Public Relations Research Serv-| 
ice, Pittsburgh, has been named to 
handle the promotion of Toast Test 
products of Jersey Farm Products 
Co., and of C. L. Fallon, distribu- 
tor of heating equipment. Outdoor 
posters, newspapers and radio will 
be used by both. 


Will Air Tigers Games 

Goebel Brewing Co., Detroit, has 
renewed its contract with the De- i 
troit Tigers to broadcast all games, Rev 
both at home and away, and to 
telecast 35 of the Tigers’ home 
games for the 1949 season. Brooke, 
Smith, French & Dorrance, Detroit, 


61 


THE MAGAZINE 
_ of the TRADE ? 
for more than 30 years 


HOSIERY & UNDERWEAR 


1 WEST 34th ST., NEW YORK 1 
GUARANTEED ® CIRCULATION 


is the agency. 


been assistant advertising manager 
since January. 

This culminates a _ series of 
changes: (1) A. J. Bates was re- 
moved as general manager; (2) 
Frederick M. Linder, for many 
years a Ruppert executive, was 
named executive vice-president; 
(3) Lennen & Mitchell resigned the 
account, and after a fortnight the 


ea Nn De. 


super lubricant, Miracle Power. 


brewery named Biow Co. 


47 SOUTH CLARK STREET + CHICAGO + WABASH 6284 
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124 4th Ave., §$., Nashville, Tenn. 


= ALL BUSINESS IS LOCAL.... 


Love—to coin an understatement—is a national habit. But 
when it comes to the serious business of boy meets girl... 


then you have a transaction that is strictly local! 


In other words: Your business may be national. But your 
sales are local. 


& oe ee ee eo ee e AND SO IS THE 
@  CALL-BULLETIN’S CIRCULATION 


With a larger daily circulation in San Francisco than any 
other newspaper, The Call-Bulletin’s merchandising power 
is concentrated in the city of San Francisco—where local 


sales for your national product are concentrated. 


THE Cait-Bu retin 


SAN FRANCISCO'S FRIENDLY NEWSPAPER 


a nN ee A Pa ol CN PR Ne ne eR SN eg TO Tinh ST 
“Te oe albert SES Se Saye tO ee Se PRE See en i ene ae ae , 
tee On SE CO NE Dene ee ee aL atte = 


ae ye eee, ee 
. SOS ROPE Sat 


Moloney, Regan & Schmitt, Inc. are The Call-Bulletin’s 
national Reps who can tell you about local business. 
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developed, and normal distribu- 
tion was upset by war allocations 
and other factors. 

But during this time the indus- 
try has boosted production sub- 
stantially. Now the gray markets 
are a thing of the past. Distrib- 
ution is getting back to normal, 
and the time is nearer when the 
industry will have to sell. 

As part of an interim public 
relations program before the days 
of hard selling return, the Douglas 
Fir Plywood Association recently 
presented the industry story di- 
rectly to lumber dealers through- 
out the nation, and to other bus- 
iness men via publication adver- 
tising. 


Fir Plywood 
Makers Tell All 
in Fact Booklet 


Future Production, 
New Uses Charted in 
Industry Campaign 


Tacoma, WasH.—Douglas fir 
plywood, a Cinderella industry, is 
watching public relations closely. 

For more than seven years there 
hasn’t been enough of the product 
to go around. During those years, 
prices jumped up, black markets 


ws The key to this program is a 
new 24-page booklet, “Facts about 
Douglas Fir Plywood,” in which 
the association explains why there 
is still a shortage, what the indus- 
try is doing to increase production, 
who’s getting plywood now, and 
why prices have gone up. 

The booklet is being mailed this 
month to all 25,000 retail lumber 
dealers in the U. S., to plywood 
distributors and their salesmen, to 
mill salesmen and to others hand- 
ling the product everywhere in 
the process from mill to final user. 

The key points in the booklet 
are also set forth in two-color 
spreads this month in Business 
Week and U. S. News & World Re- 
port, which offer the “Facts” 
booklet for those wanting more 
information, and also other mater- 
ial covering uses of plywood and 
new grades. 

Both booklet and advertisement 
set out information in simple ques- 
tion and answer form. The adver- 
tisement also adds a chart showing 
the distribution pattern for ply- 
wood. 


We hate to brag but 
have you seen 
our halftones lately? 


ws At the very outset, the associa- 
tion booklet makes clear that “no 
one company dominates” the in- 
dustry. It states: “No single firm 
operates more than three factories 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


WEIGHT In FINE TYPOGRAPHY 


In a well-set advertisement, type faces and sizes 
are modulated to the message . . . from a shout to a whisper. 
To give your copy the right typographic weight 
to command attention, hold interest, and sell . . . use 
the skill of RTK typographers . . . type-tested 


by thousands of winning advertisements. 


RUN KLE+ THOMPSON + KOVATS INC 
ADVERTISING TYPOGRAPHERS AND PRINTERS 
520 NORTH DEARBORN STREET + CHICAGO 10 


(out of 42). No firm produces 
more than 8% of output. No lone 
company controls distribution of 
more than 15%.” 

While “plywood manufacturers, 
convinced that maximum produc- 
tion is the basic need, have con- 
cerned themselves first with a- 
chieving record output,” a preface 
states, “panel makers... feel that 
it is pertinent to discuss the pres- 
ent FACTS about the production, 
distribution and use of Douglas 
fir plywood.” 

In ten years, production of 
Douglas fir plywood has trebled. 
This year it will approximate two 
billion square feet, nearly 25% 
more than last year. Eleven new 
factories are under construction. 

Shipments into each state in 
1945, under government allocation, 
and shipments this year are shown. 
Of the distribution channels, the 
association says: 


a “Why through wholesale dis- 
tributors? Fir plywood is manu- 
factured in one corner of the na- 
tion and marketed throughout all 
48 states. Wholesale distributors 
perform many functions contrib- 
uting to the efficient, economical 
supplying of ultimate plywood 
users. They maintain complete 
stocks, including types, grades, 
thicknesses and sizes, to supply al- 
most instantly both retail lumber 
dealers and industrial users. 
“Distributors promote and sell 
plywood, particularly grades and 
thicknesses necessary to efficient 
mill production. Distributors carry 
stocks for dealers, thus minimizing 
the dealer’s required investment; 
distributors assume credit risks. 
“Why is the lumber dealer im- 
portant? The 25,000 retail lumber 
dealers, located alike in big cities 
and small communities throughout 
the nation, are the suppliers of 
plywood and other building mater- 
ials to ultimate consumers. They 


are the ‘corner grocers to con-|' 


, 9 


struction’. 

Exports of plywood, the booklet 
carefully points out, are less than 
1% of production, compared with 


3 to 5% prewar. The Army and} 


Navy have taken only 5% of out- 
put this year. 


a Flatly posing the question, 
“Why are prices higher than pre- 
war?” the association shows how 
log prices are up 153 to 220% over 
1941 and average hourly wages 
are up 118%. Further, with the 
best grade of logs scarcer today, 
mill recovery is lower, thus adding 
to the cost of material. 

With an obvious bow to the 
anti-trust laws, the booklet adds, 
“Note: For plywood price inform- 
ation, contact regular sources of 
supply. Douglas Fir Plywood As- 
sociation, being a trade association, 
does not enter into the sale or pric- 
ing of plywood. Functions of the 
organization are limited strictly 
to promotion, quality control and 
product research.” 

The booklet ends with a section 
on “What’s ahead in plywood.” 
Advertising is handled by the Con- 
don Co. 


Appoints O'Donnell 


Jim O’Donnell, former president 
of J. P. O’Donnell, publishers’ rep- 
resentative, New York, has been 
appointed administrative coordi- 
nator of the advertising unit of 
the City College Midtown Business 
Center. 


Elects Mickelson 


Sig Mickelson, head of news, 
special events and production of 
Station WCCO, Minneapolis-St. 
Paul, has been elected president 
of the National Association of Ra- 
dio News Directors. 


Avoset Appoints Vladimir 


Avoset Co., San Francisco, has 
appointed Irwin Vladimir & Co., 
New York, to handle export adver- 
tising for Avoset cream whipping 
grade and table grade and Avo 
sterilized milk. 
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Teleradio Mans Corner 


Now comes Jimmie Fidler, the Arrid-monger, with his own 
“National Kids Day Foundation” to swell the total of “good 
causes.” As explained in elaborate detail every Sunday eve- 
ning on ABC, the public has a chance to help America’s ne- 
glected kiddies and Jimmie Fidler’s rating if they will hop to. 


The key to the whole thing is donation. Spiegel, Hotpoint, 
Van Camp, I. J. Fox, Bulova, Story & Clark piano, Chevrolet 
do the donating. There’s even a $3,500 “Hollywood swim- 
ming pool” from Samuel Goldwyn, a touching gesture from 
a film producer to a film columnist. The listeners who com- 
pete in the big contest also donate. They may contribute any 
amount of cash they like in sending in their entries. The 
cash goes to the “National Kids Day Foundation.” 


Who is the “Mystery Star” who appears each week on the 
program? That’s the nub of the contest with a grand prize 
of $33,000 worth of donated merchandise. It is sheer surmise 
on your Teleradio Man’s part that the “mystery star” is also 
donating his cooperation. By the time this goes to press Win- 
chell may, of course, reveal over the air who Fidler’s mystery 
star is—but that’s also just surmise. 


Fidler calls upon local newspapers, local radio stations, 
mayors, city councils, social workers and theaters to collect 
local funds for local benefit of the kiddies. Nobody would ob- 
ject to such noble work, except perhaps local Community 
Chests who might conceivably think Fidler was infringing. 
Suffice that Fidler (and his publicity counsel) has donated 
the cause to the local folks and taken for himself only the 
national glory “f saving the youngsters. 

The pose of philanthropy has been adopted before now by 
self-promoters so no undue astonishment need by expressed. 
But for sheer brashness this adoption by a gossip columnist 
of one of America’s biggest social problems as his own task, 
with his own phoney approach, is certain to increase the dis- 
taste in which radio is held by the sorority of social workers. 


Fidler as a philanthropist could use some of the product he 
sells. While this thing goes on, he’s not half safe. 


Lanne 


Crosley Names Blees V.P. 


William A. Blees, formerly vice- 
president in charge of sales of 
Consolidated Vultee Aircraft Corp, 
has been named general sales man- 
ager of the Crosley division of 
Aveo Mfg. Corp., Cincinnati. 


Free & Peters Names 
Arthur Barry V. P. 


Arthur J. Barry Jr. has been 
elected a vice-president of Free 
& Peters, Inc., radio and television 

station represen- 
wen tative. He joined 
the company ten 
years ago as a 
sales executive in 
the Chicago of- 
fice. After serv- 
ing in the Navy 
as fighter director 
officer, Mr. Barry 
rejoined Free & 
Peters, making 
his headquarters 
in New York. 

Prior to becom- 
ing associated with Free & Peters, 
Mr. Barry was president of his 
own organization, Barry Tours, 
Inc., specialist in European travel. 


art 


KCOG Appoints Irwin 


Robert C. Irwin, formerly with 
Station KROS, Clinton, Ia., has 
been appointed manager of Station 
KCOG to be built in Centerville 
Ia. The station will go on the air in 
January at 1400 kc. 


74 


A. J. Barry Jr. 


a Names Campbell-Ewald 


Campbell-Ewald Co., Detroit, 
has been appointed to handle the 
advertising of Champion Paper & 
Fibre Co., Hamilton, O., manufac- 
turer of printing papers and con- 


verting papers. 
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how much* of ware like yours the 


Golf Market LINE 


* /'$ 22,400,000 in course equipment and supplies 
*' $208,000,000 in club house furnishings, supplies 


‘ 


Send for “Golf Market, what and how it Buys.” 
for waste-free coverage, schedule... 


GOLFDOM 


The Business Journal of Golf 


GOLFing 


The National Piayers Magazine 
407 S. Dearborn Street + Chicago 5 


ROY M. McDONALD COMPANY 
los Angeles — San Francisco — Seattle 


ALBRO C. GAYLOR 
New York City 
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NEW CARE COPY—This is one of 14 new 
newspaper ads in the Advertising Coun- 
cil’s CARE campaign; being distributed 
fo newspapers throughout the country. 
A. R. Stevens, 
Dairy Products, is coordinator; 
F. Royal is the council’s staff executive, 
and N. W. Ayer is the volunteer agency. 


ad manager, 


National 
Edward 


1947. 


Gets Fruit Account 

North Ontario Fruit Corp., Los 
Angeles, has named Robert Smith 
Advertising Agency, Los Angeles, 
to introduce a new product, Sky- 
line Hydrated Deglet Norr dates. 
Newspapers are being used. 


&R Names Berthon V. P. 


George T. Berthon, manager of 
the Toronto office of Young & Ru- 
vbicam, has been appointed a vice- 
president of the agency. Mr. Bur- 
thon joined Y&R in Toronto in 
1943 as a merchandising man and 
account executive and was named 
manager of the office in November, 


Mawhinney Appointed V. P. 


W. W. Mawhinney, general sales 
manager of Massey-Harris Co., 
Toronto, has been appointed vice- 
president in charge of sales. Mr. 
Mawhinney, with the company for 
30 years, succeeds H. H. Bloom, 
who has been named executive 
vice-president of the company in 
Racine, Wis. 


Fewer Drug Stores 
Sell 131% More, 
Curtis Study Shows 


PHILADELPHIA—Fewer drug 
stores are operating now than eight 
years ago, but their average sales 
volume is “significantly higher,” 
Curtis Publishing Co. points out in 
a new marketing tool, “Sales Op- 
portunities for Drug Store Pro- 
ducts.” 

The 190-page report, prepared 
by the company’s research depart- 
ment, shows that while the number 
of drug stores has dropped from 
57,903 in 1940 to 55,876 at present, 
sales have increased from $1,563,- 
000,000 in 1939 to $3,616,000,000 
in 1947. In percentages for the en- 
tire U. S. since 1940, stores have 
declined 3.5% in number and sales | 
have gone up 131.4%, while the 
population has grown 10%. 
Stores in the Pacific region have | 


shown the greatest sales gain, | 


middle 


population has soared 41.4%. In the | 
Atlantic 
stores have declined 7.1% and the 
population gained 5.7%, the sales 
gain was 97%. 


s Donald M. Hobart, Curtis’ direc- 
tor of research, says the company 
believes this is the first time a 
mailing service has been used to 
such an extent for statistical data. 
The counts of drug stores, physi- 
cians and dentists were compiled 
in cooperation with the Medical 
Mailing Service, Chicago, while 
the count of veterinarians was sup- 


180.6%, while the number of stores! plied by Fisher-Stevens Service, ' timates, 
has remained constant and the| New York. The hospital count was families and 9,210,000 single indi- 
obtained from the Journal of the, viduals which make up the total 
|U. S. population; while the pro- 
is made up of 


region, 


where | American Medical Association. 

The study gives the number of fessional 
drug stores in each county and 
city, and the percentage of their physicians, 
sales to the national market; the 
number of hospitals, physicians, | 
dentists and veterinarians in each | 
county; the estimated white family | 
count and total population in 1948 | 
for cities and counties; 
Curtis units (combined circulation 
of The Saturday Evening Post, La- 
dies’ Home Journal and Country 
Gentleman) in each market area. 

The consumer market, Curtis es- 


market 


55,876 retail drug stores; 
79,760 dentists, 
hospitals and 9,414 veterinarians. 
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includes the 36,240,000 


157,620 
6,262 


and the 


900 Kibby St., Lime, 
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SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Corporation 
jo, U.S.A. 


“ADDISON / LEWIS & ASSOCIATES 


Minneapolis Bae | 
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NO ONE HAS A | 


sae MONOPOLY ON THE 


trained. 


| advertising Publications, Inc. 


’ Div. 922 


' Gentlemen: 


' Please send me —— copies of “Successful 
' Sales Training.” 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. 


FILL IN AND MAIL THIS COUPON 


1 
1 
' 100 & Ohio St., Chicago 11, Ill. 
1 


Chicago 11 


TODAY 


Enclosed is $—————-. 
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9:10AM. 


spread is cancelled by ad agency. 


Has sinking spell so severe he 


feels like the S.S. Titanic. 


He receives horri- 
fying news: Space for four-color 


2:15 Tells his boss about space 


cancellation. Receives blast 
that makes 'Frisco earthquake seem 
like small backfire. Wishes he 
had taken up other line of work. 


11:15 sees agency's media di- 


rector. Shows easel that proves 
his publication has more power 
than the White House. Gets no- 
where. Invites media man to lunch. 


3:30 Gets call from media di- 
rector. Learns client won't can- 
cel, after all. Calculates his 
commission all over again. De- 
cides to celebrate after hours. 


on way home. Notes rate is so low it makes eco- 
nomical Christmas gift buy. Gives it top cir- 
culation by sending a case to all his friends this 
Yuletide. (P.S. What are you waiting for?) 


To make extra-good impression, 
orders delicious Carstairs White 
Seal whiskey. Media man sees he's 
a man who cares. 


12:30 Goes to smart restaurant. 


9:15 Orders superb Carstairs 
at his favorite bar. Unlike his 
product, the Perfectly Balanced 
Blend sells itself: so rich yet 
light, so mild yet hearty. 


The ,Man who Cares Says: 


CARSTAIRS 
White Seal 


Blended with Care...for Men who Care 


Carstairs Bros. Distilling Co., Inc., Baltimore, Md. 
Blended Whiskey, 86.8 Proof, 72% Grain Neutral Spirits 
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McKesson Issues Handbook 
on Window Displays 


McKesson & Robbins, New York, 
is distributing a handbook on 
window display, entitled “Better 
Window Displays . . . An Invita- 
tion to More Drug Store Sales,” to 
more than 35,000 retail drug store 
customers. The handbook is being 
presented personally to the drug- 
gists by 900 McKesson salesmen. 

The book contains 84 photo- 
graphs, showing examples of easily 
installed window displays. 


To Wheeler-Kight & Gainey 

Wheeler-Kight & Gainey, Inc., 
Columbus, O., has been appointed 
to direct the advertising and pro- 
motion of the Globe Casualty Co., 
Columbus. 


Paxton & Gallegher 
Plays Santa Claus 
for Midwest Orphans 


OmaAHA—Paxton & Gallegher Co., 
maker of Butter-Nut coffee, is 
playing Santa Claus again, as it 
has annually since 1937 except 
for the war years. 

Each year P&G sponsors an or- 
phan’s Christmas Club through 
which some 12,000 orphans in the 
Midwest benefit from customer 
purchases of the coffee. Butter- 
Nut buyers send in key strips from 
the coffee cans, or labels from 
the jars, and all profits represented 


by the purchases are credited by 


"OUR BUSINESS IS THE HANDLING. OF 
~ PREMIUM and CONTEST Respon 


FREE 16 PAGE BOOKLET 
shociated Activities Juc 


- BOX 33, MINNEAPOLIS and HOLLYWOOD 


| 


P&G to the Christmas gift fund, 
used to buy candy, nuts and plenty 
of toys for orphanages. 

The club is promoted in Butter- 
Nut advertising in more than 100 
newspapers in P&G’s 20-state mid- 
western distribution area, and on 
radio in many markets. The pro- 
motion ends Dec. 15. The news- 
paper ads are all five columns 
by 15”. 

Buchanan-Thomas Advertising 
Co., Omaha, handles the account. 


WCAU-TV Attracts 
Seven New Clients 

WCAU-TYV, Philadelphia, in a 
mid-monthly business report listed 
seven new accounts, all of which 
contracted for announcements. 
They are: Barr’s Jeweler’s, chain 
store, (Edward Prager Advertising 
Agency, Baltimore); Otto Erlanger 
Brewing Co., (E. L. Brown Adver- 
tising Agency); Harry Krouse, 
Studebaker dealer, (Samuel Taub- 
man & Co.); Royal Typewriter Co., 
(Young & Rubicam); Swank, Inc., 
(Kudner Agency); Curtis Publish- 
ing Co., (Batten, Barton, Durstine 
& Osborn), and Stanley-Warner, 
local film distributor. 


DO YOU GET 


THIS 


+.-mMany Monsen Typographers 


‘ you I] find 


the nation’s finest 


us factor 


IN YOUR 


TYPOGRAPHY? 


are former shop foremen. . . 
all Press Operators have 


received specialized training. 


typographic service at... 


CHICAGO 


22 East Illinois Street 


928 South Figueroa Street 
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The Creative Wan? Corner 


More than once the inhabitant of this Corner has been 
accused of being on the Young & Rubicam payroll—because 
so many of the advertisements he finds uw rthy of flattering 
mention seem to emanate from that agenc 

Let him, then, this week give fairly conc isive evidence of 
being on nobody’s payroll by taking exce; tion to a Young 
& Rubicam house ad—which appeared in this very publica- 
tion for Nov. 1. 

He takes exception to this particular advertisement, let 
him make clear, not because it is a house ad of any one 
agency, but because he believes it unfortunately misleading. 

First of all, it is not true that “too few cooks can spoil the 
whole complex menu that is national advertising.” One good 
advertising man is certainly more to be trusted than ten 
mediocre or 20 bad ones. 

Also, just how necessary to the success of a national adver- 
tising campaign is an agency’s International Department? 
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Too many cooks may spoil the brpth, but 
tao few cooks can spoil the whole complex 
menu that is national advertising. 


YOUNG & RUBICAM, INC, sovernmne 
i RN 


es ee rn 
And how many national advertisers require the services of 
a Stylist? A Motion Picture Department? An Experimental 
Kitchen? Television or Public Relations? 

This is the second such advertisement run by this agency 
making much of its many and varied facilities. The Corner 
wonders if it would have run such an advertisement in its 
formative years. More than that, the Corner wonders just 
what is to be gained by this emphasis on size and facilities— 
and its implication that talent and experience no longer 
count for anything in the advertising business. 

There are agencies that are good despite their being 
large, and others that are good despite their being small. 
Size is certainly no criterion of quality. The Corner is quite 
satisfied that the Young & Rubicam ads for which he has 
already designed posies merited attention not because Young 
& Rubicam has a Motion Picture Department, an Interna- 
tional Department or a Stylist, but because it also employs 
a few talented people. 

Let us not over-emphasize the number of rooms in our 
house lest we forget the living element that makes a house 
a home. 
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FAMILY 


WIBW has been a farm station for 
a quarter-century. We sell Kansas 
and adjoining states because we've 
served them well. We're one of the 
family. 


TheVoiceo/Kansa 
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‘duman Angle’ Is 
Foremost, Bank 
Executives Told 


(Continued from Page 1) 
e's when it comes to publicity.” 

Richard W. Trefz, president, 
Beatrice State Bank, Beatrice, 
Neb., told the delegates that coun- 
try banks are supplementing their 
services by using trained agricul- 
tural consultants. His bank added 
its first farm expert to the staff 
three years ago, and found the 
service so profitable that it added 
a second one last summer. 

Today’s farmer, said Mr. Trefz, 
“is a business man with an invest- 
ment in excess of the average small 
town merchant’s. As business man 
of the farm, he keeps abreast of 
the news of his trade. He has heard 
the market reports several hours 
before the city dwellers roll out of 
bed.” 

The country faces an era of in- 
tensive competition in all fields, 
Mr. Trefz declared, adding that 
“the ridiculous period that made 
plunging and_ speculation pay 
handsome dividends is about over, 
and the time of the cautious and 
conservative operator is at hand.” 
Bank survival, he added, depends 
on the service these institutions 
render to their communities. 


s Television won the wholehearted 
endorsement of George J. Watts 
Jr., assistant vice-president, Corn 
Exchange National Bank & Trust 
Co., Philadelphia, who said it is 
“the most powerful advertising 
medium we can use.” “We have 
sight, sound and motion, truly a 
powerful tool to attract attention, 
create interest, arouse desire and 
then get action,” he declared. 

Banks which have used radio 
consistently know what kind of 
job it can do if properly harnessed, 
the executives were told by Dan- 
iel W. Hogan Jr., vice-president, 
City National Bank & Trust Co., 
Oklahoma City. That medium is 
just as valuable in selling service 
as it is in selling merchandise, 
he said 


a Allen Crawford, vice-president, 
Bankers-Equitable Trust Co., De- 
troit, stepped up in line to succeed 
Mr. Lindquist as FPRA president. 
The group, including 1,342 mem- 
bers in banks and financial houses 
from all parts of the country, also 
elected three vice-presidents who 
will be in line for the presidency 
in successive years: John N. Gaver, 
vice-president, Manufacturers & 
Traders Trust Co., Buffalo; Philip 
K. Barker, vice-president, Granite 
Trust Co., Quincy, Mass., and Hugh 
J. Barnard, vice-president, Second 
National Bank, Houston, Tex. 

Chester L. Price, advertising 
nanager, City National Bank & 
frust Co., Chicago, declined a 
third term as treasurer, and will 
be succeeded by H. H. Page, second 
vice-president, Northern Trust Co., 
Chicago, where FPRA has its head- 
quarters. 

The deepest untapped reservoir 
in business “is the unused produc- 
tive capacity of the individual per- 
son,” A. Gordon Bradt, second 
vice-president, Continental [Illi- 
nois National Bank & Trust Co., 
Chicago, told a personnel depart- 
mental. These capacities can be re- 
leased and applied, he said, in 
three specific areas: Jobs done by 
individuals, development of man- 
agement ability, and customer re- 
lations. 

S. H. Chelsted, vice-president, 
Peoples First National Bank & 
Trust Co., Pittsburgh, speaking at 
the same departmental, urged 
banks to “follow the example of 
some of the world’s largest indus- 
tries in the use of confidential 
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RENEWS PREMIUM OFFER—Ben-Hur Products, Inc., Los Angeles, is again offering 

sterling silver charms and a bracelet in exchange for three box fronts of Jell-A-Teen 

and 35¢ for each. Advertising featuring the offer is being used in California and 

Arizona newspapers. The new offer expires Dec. 31. Mogge-Privett, Los Angeles, 
is the agency. 


employe questionnaires to deter- 
mine employe opinions of bank 
management and working con- 
ditions.”” He said workers are re- 
ceptive to management surveys 
when properly approached and 
when they realize the studies rep- 
resent an honest determination to 
understand their problems and a 
willingness to try to alleviate them. 


Nobel Finds Fox 
Offer for ABC 
Two Ways Short 


NEw YorK—Edward J. Noble, 
board chairman and_ principal 
owner of American Broadcasting 
Company, confirmed Tuesday that 
“there had been negotiations with 
20th Century-Fox Film Corp. to 
acquire control of ABC. However, 
the offer [of the film company] 
while substantial, was not ac- 
ceptable to ABC. Negotiations have 
been terminated.” 

Mr. Noble told AA that “such 
an outfit as 20th Century-Fox” 
would supplement ABC’s work in 
television. The “know-how in film 
techniques would be important.” 

He added that both the amount 
and the conditions offered by 
Spyros P. Skouras, president of 
this company, did not measure up 
to his requirements, but he would 
not explain what they lacked. “We 
never got on a definitive basis,” 
he said. “The reports of a possible 
sale were all very upsetting to 
our people.” 

The conditions of any sale of 
ABC, Mr. Noble continued, “must 
be to the advantage of ABC’s own 
progress and to the public interest. 
Nobody has enough money to 
cause us to sell merely for a pro- 
fit. Whatever money I gained 
from it would go to the Edward 
John Noble Foundation, anyway. 
I can eat without it.” 


w Several weeks ago, Mr. Noble 


told AA that he had received “an | 


offer of $25,000,000 for the com- 


a ‘ Ld % 


pany.” Without revealing the 
amount of the Skouras offer, he 
_ indicated that $25,000,000 or more 
| was the value he placed on ABC. 
| He pointed out that “two years 
‘ago—even before we got into tele- 
vision,” Dillon, Read & Co., New 
York investment banker, sought 
to buy 1,000,000 of the 2,000,000 
shares of ABC then outstanding 
\for $15 a share. “That offer as- 
‘sumed a value of $30,000,000 for 
| ABC. It took so long to get through 
‘the SEC, however, that the offer 
'was withdrawn.” 

| Mr. Noble would not comment 
‘on other prospective buyers of 
‘ABC. Two of them have been 
|reported to be Warner Bros. 
‘and Metro-Goldwyn-Mayer. Par- 
‘amount Pictures, another lead- 
‘ing movie factor, for some years 
| has had a substantial interest in 
|Allan B. DuMont Laboratories, 
| which is active in both telecasting 
and television set production. 


SCHLAIFER AGENCY 
TO GET FOX FILMS 

New YorK—Charles Schlaifer, 
resigning as advertising and pub- 
licity director of 20th Century-Fox 
Film Corp., effective Feb. 1, will 
open an advertising agency in New 
York with the $1,500,000-a-year 
Fox account as a nucleus. This ac- 
count is now handled by Kayton- 
Spiero Co. 

S. Charles Einfeld, former War- 
ner Bros. advertising executive, 
and more recently president of 
Enterprise Productions, Hollywood, 
will join 20th Century-Fox in New 
| York on Jan. 1 as vice-president 
|in charge of advertising. 
| Mr. Schlaifer expects to an- 
nounce personnel, location and 
plan for the new agency in a few 
| weeks. 


Hall Joins Ball Agency 

Gerald F. Hall, formerly with 
McCann-Erickson and Bowman 
Holst, Honolulu, has joined Ball 
Advertising Agency, Columbus, O. 


Bingham Named a Director 
John M. Bingham, manager of 
the Toronto office of Russell T. 


agency’s board of directors. 


NAM Debates Tax 


on Manufactures 
to No Decision 


(Continued from Page 1) 
assistant professor of economics, 
Columbia University. In addition, 
he advocated excise taxes by com- 
modity because “the items can be 
chosen with some view to their im- 
portance in parity price formulas 
and the consumer price index.” He 
also thought that a general tax 
would place equal burdens on 
manufacturing industries regard- 
less of capacity, demand or earn- 
ings position. General taxes cannot 
be directed with a view to the 
general use of resources, but 
selected taxes provide “at least a 
crude tool for directing the allo- 
cation of resources.” He also thinks 
that selected excise taxes are 
much easier and cheaper to ad- 
minister well than a tax on all 
manufactures. 

Harley L. Lutz, professor emeri- 
tus of public finance at Princeton, 
and now NAM’s tax consultant, 
took a far different view. 

Mr. Lutz thinks the fact that 
the government now gets 75% of 
its revenue from income taxes is 
bad, “in view of the known insta- 
bility of income taxes under re- 
cession or depression conditions.” 


s Mr. Lutz is in favor of a general 
excise tax, excluding food pro- 
ducts, and with special taxes for 
liquor and tobacco. He argues 
for a low rate tax on all products, 
and says it will “remove the dis- 
criminations among products and 
among classes of consumers which 
are a serious ground for objec- 
tion against the present system.” 

He feels that, since retail taxing 
duplicates the state taxes, the lo- 
gical place to impose the tax is at 
“the final stage of manufacturing 
process.” In addition, this simpli- 
fies collection, since the Depart- 
ment of Commerce estimates there 
are 319,000 manufacturing estab- 
lishments as against 1,766,000 re- 
tail outlets. 

He says the tax would enter 
into factory costs, and dealer 
markups would be cost plus tax, 
and he pointed out that all other 
taxes paid by manufacturers (ex- 
cepting net income tax) are now 
in factory costs, and thus this is 
no new departure. 

But regardless of the debate, 
the NAM’s resolution on taxes was 
studiedly noncommital. It noted 
that venture capital is short, and 
“this shortage results from ex- 
cessive reliance in the federal tax 
system on income taxes.” It said 
the only cure is a substantial re- 
duction of the individual income 
tax rate scale, and recommended 
that Congress examine the whole 
tax structure with the object of 
readjusting the system “to dimi- 
nish the reliance on income taxes 
which now provide 78% of all 
revenue.” 


PATENT LEGISLATION 
NOT AN EVIL: BLOOD 


New YorK—Patents are neither 
a tool of monopoly nor do they 
|stifle competition, nor do they 
‘inflate prices, Howard E. Blood, 
‘president of the Norge division, 
| Borg-Warner Corp., told the NAM 
|here last week. 

Talking to the Congress of In- 


|dustry, Mr. Blood admitted there 
have been examples of the use of 
patents to stifle competition, but 
pointed out that both the courts 
jand Congress have tried to define | 
'the misuse of patents. | 
| He warned that “repeated at-| 
tempts have been made in recent | 
|years to undermine and weaken 


|pulsory licensing and even the. 


abolition of patents have been 
recommended in high places.” 


ws Lawrence C. Kingsland, Com- 
missioner of Patents, told the 
group that the Patent Office is 
still snowed under with applica- 
tions, but that examiners are 
processing more applications than 
ever before. He noted that the 
office is revising the rules of 
practice and the new rules ought 
to be ready by Jan. 1. In addition, 
a new practice manual will be 
issued, keyed to the rules, and is 
expected to settle much contro- 
versy on incidental matters con- 
nected with application. 

The Patent Office has a man- 
agement survey under way, and it 
is expected that some streamlin- 
ing will result. He noted that the 
trademark operation of the office 
has been much improved, and that 
applications can be moved much 
faster. He said that the increased 
demands on the office resulting 
from the Lanham Act have placed 
severe demands on personnel. 


CBS Enters Sports 


Promotion Business 


New York—Columbia Broad- 
casting System is in the sports pro- 
motion business. It has become a 
one-quarter partner in the Tour- 
nament of Champions, an eight- 
month-old firm organized to pro- 
mote boxing bouts. Other partners 
under the reorganization are the 
Music Corporation of America, 
talent agency and prime mover in 
the CBS-talent capital gains deal; 
Allied Syndicates, public relations 
company, and George Kletz, plas- 
tics manufacturer, one of the or- 
ganizers of Tournament of Cham- 
pions, who will continue as its 
president. 

Although set up originally to 
handle only boxing, the organiza- 
tion now plans to include other 
sports—including hockey, tennis 
and football—which are suitable 
for television. An application will 
be made to the New York State 
Athletic Commission for a license 
to operate in New York. Previous 
bouts have been staged in New 
Jersey. 

First major upcoming event is 
the ten-round non-championship 
battle betwen Sugar Ray Robinson, 
world’s welterweight champion, 
and Steve Belloise next Thursday 
(Dec. 9). P. Ballantine & Sons, 
through J. Walter Thompson Co., 
will sponsor this event over CBS’ 
East Coast television network. 

Television is expected to play an 
important part in the new organi- 
zation’s future, Mr. Kletz said. “We 
believe the time is not too far off 
when the by-products from tele- 
vision—theater and commercial 
rights—will be more important to 
sports than gate receipts.” 

Columbia already owns a block 
of Madison Square Garden stock. 
Video rights to fights in the Garden 
are controlled by NBC. CBS tele- 
vizes most other Garden events, 
excepting hockey, carried over 
WPIX, and professional basketball, 
leased to ABC. 


lst Chicago TV Giveaway 
and Talent Show Launched 


The first television giveaway 
program in Chicago will start to- 
day (Dec. 6) as Matusek Academy 
of Music, music school and store 
organization, begins sponsoring a 
Monday 9-9:30 p.m. “Fun-for-All” 
show over WGN-TY\V, featuring Irv 
Kupcinet, Chicago Sun-Times col- 
umnist, and Tommy Bartlett, radio 
and TV star. 

Local dramatic and music talent 
will participate on the program, 
competing for awards of pianos 
and Hollywood trips. The video 
audience will try to identify a 
“Whozzit” celebrity from a sur- 
realistic painting, with winners to 
get prizes including a Ford sedan, 
video sets and appliances. Harry 


Kelley Ltd., has been named to the | the American patent system. Com-| J Lazarus & Co. is the agency for 


Matusek. 
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Veteran Publisher 
and AP Ex-Chief, 
Frank Noyes, Dies 


WASHINGToON—Frank B. Noyes, 
chairman of the board of directors 
of the Evening Star Newspaper 
Co., and for 38 years president 
of the Associated Press, died at 
his home here Dec. 1 after a 
lengthy illness. 

Mr. Noyes, who was 85, was the 
son of Crosby Noyes, who had 
arrived here penniless in 1852, 
and quickly worked himself into 
the editorship of the Star. Frank 
Noyes went to work for the paper 
in 1875, doing odd jobs. By 1886, 
at 23, he was treasurer and busi- 
ness manager. 

With Victor Lawson of Chicago 
and Melville Stone, general mana- 
ger of the old Associated Press, Mr. 
Noyes in 1900 was a sponsoring 
member of the cooperative news- 
gathering agency which became 
the world-wide Associated Press. 
From 1900 until 1938, he was pre- 


2K The subscriber-readers of Na- 
tional Grocers Bulletin operate 
24.6% of all independent retail 
food outlets .. . BUT, this group 
of go-getting retailers accounts 
for ONE-HALF of the independ- 
ent food business. Nowhere else 
can you show your products to 
such an up and coming audience 
of 60,000 as in the pages of Na- 
tional Grocers Bulletin. 


Nationat Grocers Butigrin 


sident of the AP, resigning at the 
age of 75. 

From 1901 until 1910 he was in 
Chicago with Mr. Lawson, as pub- 
lisher of the Chicago Record- 
Herald. 

With the death of Crosby Noyes 
in 1910, Frank Noyes returned here 
as president of the Star, a position 
he retained until a year ago. With 
his resignation last year he became 
chairman of the board. 

During the period when Frank 
Noyes was president of the Star, 
his older brother, the late Theo- 
dore W. Noyes, was editor. 


JOSEPH L. ADLER 


Syracuse—Joseph L. Adler, a 
member of the display advertising 
staff of the Syracuse Herald-Jour- 
nal, died Nov. 21 at his home fol- 
lowing a heart attack. He had been 
associated with the newspaper for 
12 years and prior to that operated 
his own advertising agency. 


CLAUDE L. MILLER 

LitTLeE Rock, ArK.—Claude L. 
Miller, 54, who was associated 
with the Arkansas Gazette’s adver- 
tising staff for 11 years, and owner 
operator of his own advertising 
agency for four years, died in a 
hospital here Nov. 24 after a long 
illness. 


JOHN A. EDWARDS 
Detrorir—John A. Edwards, with 
the advertising staff of Time, Inc., 
was fatally injured in a traffic 
accident. He had been with Time 
for nine years, the last three in 
Detroit. 


MYRON T. MONSEN JR. 
JOHN A. MUNFIELD JR. 
Cuicaco—Myron T. Monsen Jr., 
35, vice-president and active head 
of Monsen-Chicago and Monsen- 
Los Angeles, well known advertis- 


field Jr., 35, advertising production 
manager for the Chicago office of 
Maxon, Inc., and their wives were 
killed instantly in the crash of 
Mr. Monsen’s Cessna plane near 
Sikeston, Mo., Nov. 26. 

The two admen and their wives 
were on their way to New Orleans 
when ice apparently formed on the 
wings of the plane, an Army sur- 
plus trainer. Six minutes before 
the crash the plane reported to 
the Advance, Mo., weather sta- 
tion that it was in trouble but 
would try to reach Memphis. In- 
stead it nosedived into the ground 
near Sikeston. 

Mr. Monsen is survived by three 
children, his father, Myron Sr., 
founder and president of the typo- 
graphic firm, his mother, a brother 
and sister. Mr. Munfield also is 
survived by three children, his 
mother and father, and a sister. 


CHARLES E. FULLER 

Auconac, Micu.—Charles E. Ful- 
ler, advertising representative for 
Popular Mechanics, died here Nov. 
23. Mr. Fuller had retired from 
active business several months ago 
when he became ill. He had rep- 
resented Popular Mechanics for 
more than 37 years in Michigan, 
Indiana and Ohio, with head- 
quarters in Detroit. 


SCOTT A. HOLMAN 
Cuicaco—Scott A. Holman, 62, 
vice-president of Libby, McNeill & 
Libby, was fatally injured in an 
auto collision Nov. 28. Mr. Holman 
joined the company as a salesman 
in 1913, and was named assistant 
sales manager in 1926. He was 
elected a vice-president in 1935 
and a director four years later. 


BRUCE HALDEMAN 


GLENVIEW, Ky.—Bruce Halde- 
man, 87, former president of the 


ing typographer, and John A. Mun- 
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Times Co., and former head of 
the American Newspaper Publish- 
ers Association, died Nov. 29 at 
his home here after a brief illness. 

Mr. Haldeman began his news- 
paper career in 1885 as a reporter 
for the Courier-Journal, later be- 
coming city editor, night editor, 
Sunday editor and managing editor 
of the paper. He became president 
of the Courier-Journal and Louis- 
ville Times Co. in 1902 after the 
death of his father, Walter N. Hal- 
deman. 

In 1910-11 he was president of 
the ANPA and for seven years 
was one of three publishers on 
the National Board of Arbitration, 
an organization for the settlement 
of labor disputes in the publish- 
ing industry. 


W. H. KLUSMEIER 

SoutH BENpD, INp.—William H. 
Klusmeier, 56, advertising and 
convention manager for the West- 
ern & Southern Life Insurance Co. 
here, died suddenly Nov. 28 in Cin- 
cinnati. He was found slumped in 
a seat of an airlines limousine after 
arriving at the Cincinnati airport. 

Mr. Klusmeier had been with the 
insurance company 35 years. 


JOHN ZAROBSKY 


Cuicaco—John E. Zarobsky, 
founder of the National Printing & 
Publishing Co. here, died Nov. 26 
in Loretto Hospital here. 


VALENTINE OLLIER 
Cuicaco—Valentine M. Ollier, 
75, chairman of the board of the 
Jahn-Ollier Engraving Co., which 
he founded with the late Adolph 
Jahn in 1902, died in St. Luke’s 
Hospital here Nov. 28. 


FRED E. CLARK 
Cuicaco—Funeral services were 
held Dec. 2 in Evanston for Fred 
Emerson Clark, 58, professor of 
economics and marketing at North- 
western University, former presi- 
dent of the American Marketing 
Association, and prominent mar- 
keting authority. 

Prof. Clark died Nov. 26 in 
Williamsburg, Va. He had been on 
leave of absence from the univer- 
sity while serving as staff econo- 
mist for the Senate commerce sub- 
committee on trade policies (the 
Capehart committee). 
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AMERICA’S 5th FARM MARKET 


Alert advertisers are placing their sales-producing 
advertising in the First Farm Magazine in America’s 5th 
Farm Market. 


In the Dakotas TODAY, the magazine that is of the 
most use to the most people and is first in advertising for 
the territory, is... 


... the only one. they PAY 
to read! And 93% read it 


regularly and thoroughly! 


NATIONAL GROCERS BULLETIN 
360 North Michigon Avenue, Chicago 1, Illinois 


Rumsey, Perkins Form Agency 


Dr. L. A. Rumsey, well known in 
the baking, milling and food fields 
and allied industries, and W. Kent 
Perkins, who has had experience in 
printing and graphic arts technol- 
ogy and in newspaper and trade 
press reporting, have formed Rum- 
sey-Perkins, Inc., to specialize in 
advertising and sales promotion 
for suppliers who distribute 
through trade, industrial and con- 
sumer fields. Offices of the new 
agency are located at 185 N. Wa- 
bash Ave., Chicago 1. 


Heads Telespots Sales 


Carl Friedlander has been ap- 
pointed general sales manager of 
Telespots, Inc., New York. He for- 
merly was president of Aeronca 


Advertising Age, December 6, 1943 


Winchell Sits Tight 
Atop Hooper Ladder 


New York—Fred Allen, Ec gar 
Bergen and Bert Parks of “Stop 
the Music” have between tl en 
proved that competing broadc ists 
can make Mr. Hooper’s first 1), 

Ford Dealers’ baggy-eyed com. 
edian placed ninth with 17,7. 
Charlie McCarthy’s aide, worl ing 
for Standard Brands, was ith 
with 17. Both are NBC shows. 
Their ABC competition, “Stop the 
Music,” sponsored by Old Gold 
Speidel, Eversharp and _  Sniith 
Bros., also was on the honor iist. 
holding down the 13th place with 
a score of 16.9. 

Walter Winchell, who will work 
for Jergens until the first of the 
year when Kaiser-Frazer Corp 
takes over as his boss, was the 
people’s favorite for the sixth con- 
secutive time. He led the Hooper 
parade of stars with 27.7. 

Lever Brothers’ “Amos ‘n’ Andy,” 
who haven’t showed on the first 
15 since moving to CBS, eased 
closer to that goal on the Nov. 30 
report, rating 14.6. 

The favorites (excluding those 
already mentioned): 


Jack Benny (NBC), Lucky Strike... ..25.5 
Radio Theater (CBS), L 22.5 
Fibber & Molly (NBC), 

PONIT eR baci cesedeecccsesotés 
Bob Hope (NBC), Swan 
Phil Harris and Alice Faye (NBC), 

Rexall 


Duffy’s Tavern (NBC), Bristol-Myers.17.3 
Mr. D. A. (NBC), Bristol-Myers 16.9 
Suspense (CBS), Auto-Lite........... 15.7 
Dennis Day (NBC), Colgate.......... 15.2 


Average sets-in-use of 32.4 re- 
ported is up 0.7 from the last re- 
port, 0.7 from a year ago. Average 
rating is 10.0, up 0.2 from the last 
report, down 0.1 from a year ago. 


Bolsey Sets Christmas 
Drive in Newspapers 


Bolsey Corp. of America, New 
York, is launching a special Christ- 
mas promotion for the Bolsey 
Model B 35 mm. camera in 25 
newspapers throughout the coun- 
try, weekly through Dec. 20. 
This is the first time in the com- 
pany’s history that it has expanded 
its advertising into the general 
newspaper field. Shappe-Wilkes, 
Inc., New York, is the agency. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free lnfeoonalion. 


Aircraft Corp., Middletown, O. 


340,000 WEARERS OF 


is their official publication, read by ever 


To reach a wealthy export market in Latin 
American countries, ask for data on EL 
LEON, Spanish language LIONS Magazine, 
about, for and edited by Latin Americans. 


Read ONE Magazine Every Month 


— and they are quality buyers, too, as the average annual income of members 
of LIONS INTERNATIONAL is in the $5,600 - $6,500 bracket. THE LION 


more than 6,200 communities in every state and territory of the U.S. and 
Canada. LIONS are business and community leaders who live well, play hard, 
spend well. Average age, 43. For detailed information, including survey of 
the rich LIONS’ market, write for brochure: 


THE LION MAGAZINE 


Room 359, 332 S. Michigan Ave., Chicago 4, Ill. 


THIS EMBLEM 


y member of this great service club in 


Represented by: 
S. L. Feiss 
Hensy & Simpson 


New York: 
Los Angeles: 


_. J. P, MALONEY, Advertising M 
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UNION & EMPLOYERS—‘Print It in Chicago,” 


ittee, 


new labor gemen t 
Members of the 


‘Stop thell has been organized to promote Chicago as a printing center. 

ld Gold. executive committee of this organization, sponsored by the Chicago Allied Printing 
1 Smith Trades Council, representing 15 graphic arts unions, and the Franklin Association, 
onor list Me representing employing printers, are shown in this photo. Union representatives 
ace vy ith include John Pilch, Chicago Typographical Union No. 16; Joseph Seppi, Chicago 


vill work 

st of the 

r Corp 

was the 

<a raphic Arts Firms, 

+ anay qUnions Join Hands 

he Ss to Promote Chicago 

Nov. 30] Curcaco—Print It in Chicago is 
he name of a new labor-manage- 

& those Bnent committee whose formation 
ts hailed as marking the beginning 

e--..-25.3 fbf a new era in good relations be- 

eevee. 22.5 Bween workers and employers in 

Se eeee 21.8 the Chicago printing industry. It 


5. ” fhas been organized for the purpose 
if promoting this city as the print- 


Printing Pressmen’s Union No. 3; William Lewis, Chicago Allied Printing Trades 

Council, and Louis Miller, Chicago Photo-Engravers Union No. 5. Employer represen- 

tatives include John Maher, John Maher Printing Co.; Joseph Strauss, Hillisen & 

Etten; H. H. Coffee, Western Newspaper Union, and C. L. MacKinnon, Franklin 
Association. 


the employers. The project has 
been set up on a long-term basis, 
as both unions and management 
agree that their interests in build- 
ing printing volume in this market 
are mutual and continuing. 


A subcommittee directing the 
program includes John Maher, 
John Maher Printing Co.; Joseph 
Strauss, Hillisen & Etten; H. H. 
Coffee, Western Newspaper Union, 
and C. L. MacKinnon, Franklin 
Association, representing the em- 
ployers; and John Pilch, Chicago 
Typographical Union No. 16; 
Joseph Seppi, Chicago Printing 
Pressmen’s Union No. 3; William 
Lewis, Chicago Allied Printing 
Trades Council, and Louis Miller, 
Chicago Photo-Engravers Union 
No. 5, representing the unions. 


WGN-TV Has Afternoon Show, 
“Television Matinee” 


WGN-TV, Chicago television sta- 
tion, is now carrying regular after- 
noon programming, with “Tele- 
vision Matinee,” a 2-4 p.m. film 
period, Monday through Saturday. 
The program will be high-lighted 
by full-length features and special 
shorts of particular interest to wo- 
men, as well as films on a variety 
of subjects. 

Participating in the sponsorship 
are: Admiral Corp., Allen B. Du- 
Mont Laboratories, Philco Corp. 


and Hallicrafters Co., television set 
manufacturers; Harry Alter Co., 
Crosley distributor; R. Cooper Jr., 
General Electric distributor, and 
RCA, distributor for RCA Victor 
television sets. 


Deepfreeze Names LeVally 


Deepfreeze division of Motor 
Products Corp., North Chicago, 
Ill., last week appointed LeVally, 
Inc., Chicago, to direct consumer 
and trade advertising of the com- 
pany’s home freezer and Frostair 
refrigerator, effective Jan. 1. About 
65 agencies made preliminary pre- 
sentations to Deepfreeze, and four 
of these later made formal pre- 
sentations to the company. Sales 
promotion, local co-op campaigns 
and sales training material (AA, 
Dec. 12, °47) will continue to be 
handled by the company’s adver- 
tising department under the direc- 
tion of R. V. Newbell. 


McCluskey, Fuller to ‘Cue’ 


Richard M. McCluskey, formerly 
with Cosmopolitan, and John E. 
Fuller, formerly with Charm, have 
joined the advertising staff of Cue, 
New York. 


Glycol Names Kameny 

Glycol Co., New York, has ap- 
pointed Seymour Kameny Associ- 
ates, New York, to handle adver- 
tising for the Glycol vaporizer. 


NS Lae | 


NO “HAPPY LANDING” WITH THE VI- 
TAL 42% MISSING! No complete market 
coverage for sports goods manufac- 
turers without the 42% SPORTS AGE 
PAID Retailer subscribers who receive 
no other sports trade paper. Send for 
facts and figures. 


SpatiCre @ 


Business Magazine of the Sports Industry 
260 Fifth Ave. . New York 1, N.Y. 


2. 4 re- 
last re- 
\verage 
he last 


ing center of the world. 

The committee has been formed 
by the Chicago Printing Trades 
Council, made up of 15 locals cov- 
ering all phases of graphic arts 
production, and the Franklin As- 
sociation of Chicago. Cooperating 
with the latter are union employ- 
ers in the photo-engraving, elec- 


Effective Immediately 


Trenton Evening Times 


ar a80. Fiotyping and stereotyping fields. 


Other allied interests may be in- 
vited to join later. 
The objectives of the committee 


|. New fare stated as follows: 

Christ- § “To enhance the position of 
Bolsey §Chicago as the printing center of 
in 25 Bithe world. 

Coun “To demonstrate to the buyers 
y com- §°! printing that there is the strong- 
anded @°st possible cooperation between 
eneral §Chicago employers and unions to 
Vilkes, (maintain stability in the printing 
ney. industry. 


“To inform the buyers of print- 
ing of the advantages of the Chi- 
cago printing market. 

“To consider matters of a gen- 
eral nature affecting the relation- 
ship between the union and em- 
ployers.” 


s Plans for promotion involve 
disseminating news regarding the 


*groes 

1etics, activities of the committee; send- 
illion ing a booklet describing the Chi- 
4, cago printing market and other 
own direct mail to buyers of printing, 
rough and appointing a public relations 
most counsel to advise on the over-all 
om, program. 

mar- Use of advertising space is 
‘state among the contemplated activities. 
ae Cost of the promotion will be 


borne equally by the unions and 


Founded October 12, 1882 


Sunday Times-Advertiser 


Founded 1883 


Trenton, New Jersey 


ANNOUNCE 
THE APPOINTMENT OF 


GEORGE A. McDEVITT CO. 


New York 


Financial Adv. 


THE “ALBERT KIRCHER co. 
, LEE-H. LASHER, VICE PRESIDENT 
1001 WASHINGTON BLVD., CHICAGO 7 


Chicago 
Detroit 
Cleveland 
Philadelphia * 


444 Madison Ave. 


111 Broadway 
Palmolive Bldg. 
New Center Bldg. 
Hanna Bldg. 

12 South 12th St. 
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Advertising in the Test Stage 


Goodyear’s Pliofilm 
Will Get Intensive 
Merchandising Test 


| of the merits of the product. Copy 
will stress the fact that Pliofilm 
retains field freshness in perish- 
ables, eliminates bruising and 
breaking, assures sanitation in 
handling, and holds spoilage to a 


Cuicaco—After years of research minimum. 


by fruit growers, agricultural col- 
leges and the Goodyear Tire & 
Rubber Co., the latter has opened 
an intensive merchandising test 
campaign for its Pliofilm in the 
Chicago market. 

The marketing program on Plio- 
film household rolls (which are 
packaged in a manner similar to 
waxed paper) will be expanded 
to include all Pliofilm-packaged 
products. 

Leading produce and fruit grow- 
ers in California, Texas and Flor- 
ida are cooperating with commis- 
sion houses and chain stores in 
Chicago in merchandising the pre- 
packaged food items to consumers. 

Beginning Dec. 15, 1,500-line 
newspaper ads will tell housewives 


—— 
To Agency Executives 
and 

Public Relations 
Directors 


Help your employees under- 
stand the principles of our 
nation’s competitive economy. 
Give them the facts about 
how American business oper- 
ates. Let them study “Build- 
ing A Strong America.” 


Six factual leaflets comprise 
this pocket-size packet: 

(1) BUILDING A STRONG 
AMERICA cover — Explains how 


inter-relationship of our industries 
contributes to family income and 
growth of our nation. 


(2) AGRICULTURE — OUR 
FOUNTAIN OF LIFE— 


(3) CONTRIBUTION OF PETRO- 
LEUM TO INDUSTRY, FARM, 
AND HOME — 

(4) CONTRIBUTION OF MO- 
TOR VEHICLES TO INDUSTRY, 
FARM, AND HOME — 

Cover specific examples of the 
growth of three basic industries of 
our country and their contribution 
to better living. 

(5) YOUR PROSPERITY AND 
MINE — Shows the basic segments 
of our economy and the contribu- 
tion of each industry to all family 
incomes. 

(6) PEOPLE AND PROFITS 
Expounds the principles of our 
profit system in relation to people 
and their welfare. 

Your own, BUILDING A STRONG 
AMERICA, packet is free on re- 
quest. Extra sets of ten, $1.00. 


Simply write to: 


THE BYRON G. MOON COMPANY, INC. 
401 Broadway 
New York 13, N. Y. 


a F 


| Six-hundred-line insertions will 
jcontinee for 11 weeks and will 
play up the distinctive red and 
white heat-sealing stickers which 
will be used to increase ease of 
customer identification. Copy also 
will point out the re-use value of 
the Pliofilm bag as a refrigerator 
food container. 

Throughout the entire 12-week 
period, Goodyear will analyze the 
market acceptance of all products 
through sales checks. 


CHRYSLER USES WJR 

Detroir—By way of trying out 
the possibilities of a high-powered 
radio station at an “off-hour” 
period, the Chrysler division of 
Chrysler Corp. has purchaSed the 
1 to 2 a. m. hour (EST) on 50,000 
watt Station WJR here. 

The hour will be used for a 
musical program of “sweet” music. 


TESTS KREML TONIC 
New CANAAN, Conn.—R. B. Sem- 
ler, Inc., is launching a test cam- 


Kreml Kreme hair tonic, which 
has been on the market for nine 
months. Erwin, Wasey & Co., New 
York, is the agency. 


Ted Bates Forms 
New Partnership 


New YorK—Ted Bates, Inc., has 
formed a new partnership, and is 
now known as Ted Bates & Co. 

Members of the newly-formed 
partnership are: Theodore L. 
Bates, president 
and treasurer; 
Joseph R. Busk, 
executive vice- 


president; and 
Thomas J. Carn- 
ese, Walker G. 
Everett, Clinton 
S. Ferris, Thomas 
F. Harrington, 
Edward F. Hud- 
son, William H. 
Kearns, John M. 
Lyden, D. Robert 
Parman, Clifford N. Parsells, Aus- 
tin Peterson, T. Rosser Reeves and 
Edgar P. Small, vice-presidents 
Evelyn T. Bates is a_ limited 


Ted Bates 


partner. 

The agency was formed in De. 
cember, 1940. Ted Bates’ 1947 
billings were $17,500,000 (AA, 


Jan. 26). 


Abt to Personnel Institute 


Dr. Lawrence Edwin Abt has 
been named director of research 
of Personnel Institute, Inc., New 
York. Dr. Abt is a member of 
the American Psychological As- 
sociation, New York State Psy- 
chological Association and_ the 
New York Academy of Sciences 
He also is consultant in clinical 
psychology to the National Re- 
search Council and the Veterans 
Administration. 


Schedules Rum Campaign 


Captain Morgan Gold Label rum 
made by Distillers Corp., Mont- 
jreal, will be promoted soon in 
}an extensive list of British Colum- 
|/bia daily and weekly newspapers. 
|Harold F. Stanfield Ltd., Mont- 
‘real, directs the account and the 
agency’s associates in London, 
Englana, are placing similar ads 
in English newspapers and period- 
| icals. 


Gets Bakery Account 

Roman Advertising Agency, Bal- 
timore, has been appointed to di- 
rect the advertising of State Bak- 
|ing Co., Baltimore, baker of pack- 
‘aged breads and cakes, pies and 
pastries. 


paign in newspapers in 16 cities in| 
various parts of the country for, 


Gallup, Roper, 
Crossley Feel No 
Pain from Polls 


(Continued from Page 1) 
down a little, as media are now 
inclined to watch and wait for a 
time. 

As for the newspapers which 
had carried the Roper Poll, there 
are now 31 subscribers. At its peak, 
during the pre-election period, 
there were 66—but Mr. Roper 
pointed out that there are always 
a large number of newspapers that 
subscribe to the service during the 
pre-election period. Of the 35 
newspapers which canceled, only 
two subscribed to the service prior 
to January, 1948. On the other 
hand, 11 newspapers which came 
in for the election are still Roper 
clients. 

Mr. Roper still believes that 
“market research will be improved 
on the long pull” and “we’ll learn 
lessons from Nov. 2—particularly 
judgment lessons.” 

Archibald Crossley told AA that 
his company has not “lost a 
dollar’s worth of business, nor 
have we lost any of the jobs we 
expected to get” as a result of the 
missed forecast. 

As for business in 1949, Mr. 
Crossley said it will be “about the 
same, as nearly as I can see it” as 
1948, and he reported “a fairly 
good volume signed up.” 


ws George Gallup could not be 
reached by AA. One of his senior 
associates, Lawrence Benson, who 
was primarily responsible for ad- 
ministering the Gallup Poll for 
many years, reported that the 
Gallup research empire was doing 
very nicely. 

Mr. Benson’s own company, 
Benson & Benson, which specializes 
in market research, has not “been 
affected in the slightest.” In fact, 
Mr. Benson told AA, “There seems 
to have been an influx. The amount 
of new business in the past month 
has been greater than normal, and 
we have added at least a half- 
dozen jobs since the election.” He 
couldn’t see that the influx was 
due to anything in particular— 
“maybe a little greater effort on 
our part.” 

He characterized the other com- 
mercial research activities of 
Gallup—Audience Research, Inc., 
and Gallup & Robinson—as “very 
active.” 


ws Publishers Syndicate, Chicago, 
which handles Gallup Poll client 
newspapers, told AA that only a 
very few of the 125 papers carry- 
ing the poll have decided to drop 
it. Those soured on it include the 
Chicago Daily News, and Peoria 
and Springfield, Ill., newspapers. 
Some papers, among them the 
Washington Post and New York 
World-Telegram, did not print the 
poll report right after the election 
but are now using it. Most papers 
give it as much as ever. 

It was pointed out that all 
Gallup Poll contracts are for two- 
year terms or longer and that, 
because these have various dates, 
there is no way of telling exactly 
how many will continue using the 
poll. Nearly ajl, Publishers Syndi- 
cate said, are expected to use it 
as much as pre-Nov. 2. It is not 
likely that the newspapers, which 
underwrite Gallup polling costs, 
would not stand up for it, AA was 
reminded. 


Join ‘Sports Illustrated’ 


Ralph Bolander-Olson and Chris 
Dunne, formerly with Street & 
Smith Publications, New York, 
have joined the advertising sales 
staff of Sports Illustrated, a Dell 
publication. Mr. Bolander-Olson 
will be in the Chicago office and 
Mr. Dunne in New York. 
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Here’s Our Policy on 


Chrysler & Plymouth 


it is impossible under present n 
‘=> exact delivery date, we'll give you our honest estimate of 
when you may expect your car The ssoner you 
the sooner you'll get delivery We suggest you 


@ WE PLAY No FAVORITES ON DELIVERIES 

Orders will be filled in the order in which they are received —the 
only exceptions will be cars delivered in the interest of public 
welfare or to old owners who have bought cars from us for many 
years and are in need of transportation. 
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@ You cHoose THE METHOD OF PAYMENT 


You may pay cash if you like. Or we'll be to 
io ontbattounten ieee” 


@© WE DON'T DEMAND A TRADE-IN WE VALUE YOUR GOOD WILL. We Chaysler-Plymouth 
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SPECIFIC AT LAST—The congressional hearing in Washington on auto dealer’ 


selling practices seems to have borne fruit. Last week Chrysler-Plymouth dealer 


in Chicago ran this newspaper ad, listing prices and explaining details of policy onffV 


accessories, deliveries, trade-ins and methods of payment. New York dealer 
ran the same ad. 


“EYES” 


HAVE IT Ss\ 


And 
Advertisers 
Know... 


. that results in the Pacific 
Coast’s 3rd market are unsur- 


passed through the Oakland 
Tribune. 


Tribune total ad linage and 
home delivered circulation are 
the greatest in Northern 
California. 
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Ask that FCC 


alt Local Time 
Sales by Webs 


Representatives Charge 
Nets Will Control Time, 
Rates Unless Stopped 


W ASHINGTON—Independent radio 
tation representatives charged be- 
xe the Federal Communications 
ommission last week that net- 
ork-owned representative organ- 
ations are detrimental to selective 
adio (national spot) as an adver- 
ising medium, and that they gre 
stepping stone to greater network 
Homination of affiliates. 

Through the National Associa- 
ion of Radio Station Representa- 
ives, the independents asserted 
hat network and local sales forces 
are merely branches of the same 
ganizations. H. Preston Peters, 
o-owner of Free & Peters, argued 
hat “real competition between the 
wo is improbable if not impos- 
ible.” 

Independents want FCC to pro- 
hibit networks from representing 
any but their owned and operated 
stations. In appealing for FCC in- 
ervention, Mr. Peters claimed net- 
vork-owned representative or- 
ganizations circumvent network 
restrictions, established in 1943, 
when they exercise power over 
on-network time rates, and non- 
option time. 

Hammering away at the “divided 
loyalty” of the network-owned 
representative, the independents 
argued thus: The primary purpose 
of the network is to persuade ad- 
vertisers to spend their money on 
etwork advertising. The inde- 
pendent, on the other hand, has 
but one incentive, that of diverting 


|} ™dvertising dollars from networks 


o individual stations. 


“A network department acting 
as a national spot representative 
will not often push for. the sale to 
a spot advertiser of a period which 
it knows the network wants. 
While, theoretically, the control of 
non-network time rests with the 
station, in actual practice a selling 
igent who is both network and na- 
tional spot representative has it 
within its power to so rearrange 
the disposition of non-network 
time as to place the network in the 
most favorable competitive posi- 
tion.” 

CBS counsel, Judge Samuel 
Rosenman, promptly denied that 
CBS exercised coercion over either 
rates or station option time. Offer- 
ing as witnesses executives from 
each of the five affiliates repre- 
sented by CBS Radio Sales, Judge 
Rosenman said CBS pushes selec- 
tive radio sales vigorously, and 
maintains stiff competition be- 
tween network and selective radio 
sales, with the local sales organiza- 
tion in a building by itself. 


One of his witnesses, Ivor Sharp, 
executive vice-president of KSL, 
Salt Lake City, said he had termi- 
nated arrangements with Petry & 
Co. in 1947, because “Petry & Co. 
seemed to attach greater impor- 
i: nee to representation agreements 
than to relations with the station.” 

Denying that his station’s free- 
dom of action had been curtailed 
by CBS, Mr. Sharp said that Radio 
Sales “stressed an interest in the 
development of locally originated 
programs to be sold to national 
aivertisers’”’; that Radio Sales ‘“‘ad- 
vanced a plan under which their 
siles personnel would visit KSL 
f equently”; that “CBS research, 
t°omotion and other departments 
\ ere to be made available to KSL.” 

As he finished, former FCC 
Chairman James Lawrence Fly, 


C unsel for the independent rep- 


resentatives, arose to remind FCC 
that Mr. Sharp’s statement had 
been revised after conferences 
with CBS attorneys. Mr. Fly in- 
sisted that Mr. Sharp’s original 
draft be submitted for the record. 

To dramatize the “dilemma” of 
the affiliate, independent represen- 
tatives asked the commission: “Put 
yourself for a moment in the posi- 
tion of an ABC, CBS or NBC 
affiliate in a city where there are 
several stations, just as powerful 
as yours, which are not affiliated 
with either ABC, CBS or NBC. 

“You know that without a net- 
work contract, from one-quarter 
to one-half of your income would 
disappear. You know that other 
stations in your city with compar- 
able facilities have been campaign- 
ing to win your network affiliation. 
You know they would go to ex- 
treme lengths to get it. 


es “Your own network affiliation 
contract is up for renewal. You 
have just received a letter from 
the vice-president of your network 
telling you that the capacity of the 
network spot sales department has 
recently been increased and the 
department is now equipped to 
serve you and a few other stations 
as national representative. If you 
would care to discuss the matter, 
the letter goes on to state, the vice- 
president would be glad to come 
and talk it over. 

“You realize you can’t boss your 
network as readily as your inde- 
pendent national representative; 
that once you employ the network 
as representative it will be much 
more difficult to fire them than to 
change from one independent rep- 
resentative to another. You also 
realize that, if you lose your net- 
work affiliation, you will simul- 
taneously lose your representative. 


s “But taken together, these ob- 
jections are trivial compared to the 
cardinal consideration that this 
may more firmly secure your net- 
work franchise. So, without overt 
network pressure or duress, you 
decide it would be a good idea to 
let the network take over repre- 
sentation of your station.” 

In opening the CBS “case’”’—the 
first of the three networks sched- 
uled to answer the independents 
—Judge Rosenman noted that the 
24 members of National Associa- 
tion of Radio Station Representa- 
tives are doing 62.1% of all the 
nation’s selective radio business— 
and that Edward Petry & Co., to- 
gether with eight others, does over 
31%. 

Pointing out that CBS is “small 
fry’—ranking number 22 among 
representatives, he said FCC must 
consider whether the firms doing 
60% of the business have a right to 
prohibit CBS from doing 6 or 7% 
of the business. 


CAB and CBC Reach Policy 
Agreement On Power Cuts 


The problem caused by loss of 
audience because of reductions in 
power of Ontario radio stations 
which, in turn, has been induced 
by electric power shortages in the 
Canadian province, appeared near 
solution last week as the result of 
an agreement between the Can- 
adian Association of Broadcasters 
and the Canadian Broadcasting 
Corp. 

Following conferences with the 
Association of Canadian Adver- 
tisers and the Canadian Associa- 
tion of Advertising Agencies, a 
three-point agreement was rea- 
ched. Stations will: (1) Offer ad- 
vertisers affected by power cuts a 
choice of rebates or additional 
time; (2) make the choice of the 
alternatives retroactive to Nov. 1, 
1948; and (3) establish a commit- 
tee to meet with the ACA and 
CAAA to set up a formula by 
which such makegoods or rebates 
shall be made. 


Names Gray & Rogers 
Chalfonte-Haddon Hall, Atlantic 
City, N. J., hotel, has appointed 
Gray & Rogers, New York, to han- 
dle its advertising. 


Last Minute News Flashes 


United Aircraft Schedules Two ‘49 Drives 


East HartForD, Conn.—United Aircraft Corp. will launch two cam- 
paigns in January to run through 1949. A drive consisting of color ads, 
aimed toward passengers, will appear in three weekly magazines in- 
cluding The Saturday Evening Post, and a cargo promotion in black- 
and-white ads is scheduled for three other weekly magazines. The 
company will spend approximately $400,000 on advertising in 1949. 
Platt-Forbes, Inc., New York, is the agency. 


N. Y. Stock Exchange Studies ‘49 Drive 


New YorkK—tThe board of governors of the New York Stock Ex- 
change has approved an advertising program working from a budget 
of about $500,000, the same as 1948’s. Still undecided is the question 
of whether the drive will be spread throughout the year or concentrated 
in a few months. The media list probably will be smaller, with mass 
weeklies dominant, and the frequency of insertion greater. Gardner 


Advertising Co. is the agency. 


PalmSweet Deodorant Hand Cream Tested 


Jersey City, N. J.—Cosmetic Distributors is running a 13-week 
test campaign in newspapers for PalmSweet hand deodorant cream 
in Hartford, Conn.; Sioux City, Ia.; Peoria, Ill.; Utica, N. Y., and 
Providence, R. I. Ads claim the cream rids hands of onion odor and 
offers “double your money back” if found unsatisfactory. J. D. Tarcher 


& Co., New York, is the agency. 


Pullman Couch Appoints Ewell & Thurber 


Cuicaco—Pullman Couch Co., furniture maker, has appointed Ewell 
& Thurber Associates to handle its account. Plans are now under way 
for 1949 advertising of the Pullman line, including new-type Pullman 
Sleepers, Pullmanaire chairs and other living room pieces. 


Phonevision Not Far 
Off, Zenith Insists 


Cuicaco—Although Zenith Radio 
Corp.’s new television sets are not 
equipped for Phonevision, and both 
the American Telephone & Tele- 
graph Co. and Illinois Bell Tele- 
phone Co. have made no investi- 
gation of the process, Zenith last 
week said Phonevision will def- 
initely “be in operation in a year 
on a recognizable basis.” 

The new circle screen TV sets— 
henceforth to be shown in all 
Zenith ads—can be equipped to 
handle Phonevision for only $10, 
Zenith says. 

The telephone companies stead- 
fastly deny that they have made 
any studies toward making install- 
ations for the Zenith-promoted 
system or would likely handle the 
bookkeeping procedures. Eugene F. 
McDonald Jr., Zenith president, 
recently told a group of motion 
picture producers that the charge 
to a set owner would be about $1 
an hour, half to go to “talent” 
(chiefly film makers), a quarter 
to the broadcaster and a quarter 
to the telephone company. 


s The position of AT&T and Illi- 
nois Bell was set forth in a letter 
to Zenith’s president last August 
and that position is still main- 
tained. However, a Zenith spokes- 
man told AA that Zenith had ap- 
proved the letter before it was 
made public; that it is true Zenith 
has not officially approached the 


telephone companies to start ser-|- 


vice, but that the telephone com- 
panies are ready to hear Zenith’s 
proposals. Asked when Zenith 
would formally present its request 
for installations, it was said that 
these “preliminaries will be out of 
the way” within a year. 

Chicago radio men _ suggested 
that Mr. McDonald’s recent speech 
on Phonevision was particularly 
significant because he gave it be- 
fore film executives. It was 
pointed out that, although film 
companies have indicated interest 
in owning video stations and net- 
works, it is unlikely movie invest- 
ors could realize for some time 
profits from video properties. 

If the movie producers threw 
their support to Zenith, which 
alone has patents for Phonevision 
production, it might be possible 
for the film makers to improve 
their profit situation both on their 
films and on the TV properties. 


O’Neall Joins Landy Agency 

Donald B. O’Neall has joined 
Cye Landy Advertising Agency, 
Columbus, O. 


ANAN Rips Audience 
Claims of Magazines 


New YorK—The American 
Newspaper Advertising Network 
last week loosed a blast against 
audience claims of magazines. 

“If these calculations of multiple 
readership interest you .. .with 
only 68 newspapers in 65 basic 
markets ... you can get ar audited 
weekday circulation of 18,472,522, 
with practically no duplication,” 
E. M. Madden, executive vice-pres- 
‘dent, wrote in a sales letter. 

“If you figure an average of 2.5 
readers per newspaper copy... 
you will have a daily audience of 
46,181,305, with hardly any dupli- 
cation.” 

Mr. Madden noted that 80% of 
the 68 newspapers’ circulation is 
concentrated in 318 key counties, 
where 72% of the nation’s retail 
sales are concentrated. He then 
pointed out that the 68 news- 
papers’ circulation ratio to number 
of families in the 318 counties is 
59%, while Life has 15%, The 
Saturday Evening Post 11%, 


Ladies’ Home Journal 13% and 
American Magazine 7%. 
On a cost basis, Mr. Madden 


wrote, “For $36.03 you can buy 
one line of four-color advertising 
(and for $29.80 you can buy one 
line of black-and-white advertis- 
ing) in Life... and get an audited 
ABC circulation of 5,405,828. For 
$33.51 you can buy one line of 
black-and-white advertising in 68 
newspapers in the 65 basic markets 
. . and get an audited ABC cir- 
culation of 18,472,522.” 


Texaco’s Full-length Opera 
Outranks Other TV Shows 

“Othello,” the first full-length 
opera ever to be televised, proved 
to be good viewing bait. The open- 
ing performance of the Metro- 
politan Opera last week, sponsored 
over ABC-TV by Texas Co., out- 
Hooperated all opposition in New 
York with a rating of 42.3. 

Officials of Texaco, which began 
its ninth consecutive year last 
week as sponsor of the Saturday 
afternoon Metropolitan broadcasts 
over ABC, declined to say how 
much the five-city telecast cost. 
However, the figure reportedly 
is less than $25,000. Buchanan & 
Co. is the agency. 


Hayes Appointed PR Head 


William E. Hayes, assistant to 
the president, has been named ex- 
ecutive assistant in charge of the 
public relations department of the 
Chicago, Rock Island & Pacific 
Railroad Co., Chicago. In the Nov. 
22 issue, AA erred by reporting 
that J. D. Farrington received the 
appointment. Mr. Farrington is 
president of the railroad. 


New Muench Plan 
Offers Packers 
Lower Cost Ads 


Cuicaco—After 18 months of 
testing and experimentation, C. 
Wendel Muench & Co. has launched 
a plan for offering regional meat 
packers individualized agency ac- 
count services on a pro rata cost 
basis. 

Seven packers already are us- 
ing the plan, and negotiations are 
reported in progress with several 
others. Advertisements are not 
offered in syndicated form, but ra- 
ther as a standardized copy appeal, 
in which each individual packer 
identifies the advertisements as 
his own, and uses his own brand 
name. 

Packers participating include 
Marhoefer Packing Co., Chicago, 
Ft. Wayne, and Muncie; Frank 
& Co., Milwaukee; Maurer-Neuer 
Corp., Kansas City, Mo.; Pavelka 
Bros. Co., Cleveland; Sugardale 
Provision Co., Canton; Home Pack- 
ing Co., Toledo, and Standard 
Sausage Co., Minneapolis. They 
are not essentially in competition 
with each other. 


w The separate campaigns begin 
with sales meetings in the respec- 
tive companies, in which quotas 
are set up by region or route. The 
ad promotion is organized as a 
sales drive, winding up on a given 
day, with the objective of securing 
advertising display tie-ins from 
all retailers. 

Most of the campaigns are built 
around newspapers, although some 
of the participants use posters, 
local radio shows and other local 
publications. Campaigns for vari- 
ous products are designed to fol- 
low each other on a monthly basis. 

According to Weldon O. Yocum, 
who directs the program for 
Muench, the plan pays off for the 
regional packers by increasing 
advertising effectiveness; reducing 
art work and mechanical costs; 
providing a fixed, seasonally se- 
lected, product promotion calendar 
which allows sufficient time for 
preparation of tie-in materials; 
and by securing increased coopera- 
tion from local dealers. 


‘Life’ Photorama 
Goes Overseas for 
Occupation Use 


New YorK—Life last week 
showed a new version of its Photo- 
rama, “The New America,” which 
is being turned over to the Army 
for use by two mobile units, one 
in Germany and Austria, one in 
Japan and Korea. 

Some 400 advertising men, with 
a sprinkling of Army and State 
Department officials, saw the new 
version. 

Henry R. Luce, editor, told the 
group that “The New America” 
was originally a commercial pro- 
motion, and that its selection as an 
interpreter of the American way 
of life to peoples abroad was 
gratifying. 


s Brig. Gen. Robert A. McClure, 
head of the New York field office 
of the civil affairs division of the 
Army, who is in charge of the 
project, thanked Life for relin- 
quishing American dates for the 
overseas performances. 

The presentation employs still 
pictures in color on a screen 11% x 
40’ with a background of specially 
composed music, and a narrator 
who controls changes of scene and 
gives music cues to a sound en- 
gineer. 

During the past two years it has 
been shown in 60 cities, to audi- 
ences estimated as totaling 175,000, 
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Ads Hit the 


(Continued from Page 1) 
agency hadn’t the faintest idea that 
the Comptometer boss would o.k. 
such copy, and promised to see 
what could be done. 

In due course, he showed up in 
Mr. Koch’s office with three ads. 
No product picture; no testimonial; 
no installation data; not even a 
signature on two of them. Dra- 
matic stories of the romance of 
numbers—serious, not whimsical, 
but certainly a far cry from the 
kind of advertising copy that any 
calculating machine company had 
ever run. Mr. Koch looked at the 
layouts, read the copy; then he 
leaned across the desk, shook 
hands, and said: 

“Bill, this is exactly what we 
want. I didn’t think we could get 


'B SUPPLY NEW 


Volume of Advertising 
to vo Deslors 


‘Crazy’ Comptometer 


iia year F&T runs a “trademark” 


Jackpot 


So the three ads started Comp- 
tometer off on an “informative 
institutional” series, running in 
Fortune in 1939, while the remain- 
der of the publications on the 
list continued to carry the tradi-| 
tional hard-hitting sales copy. 


w By 1940, the testimonials had 
disappeared, presumably forever, 
and Felt & Tarrant was launched 
on its first excursion into the 
humorous and fantastic, where it 
has stayed ever since. The “in- 
formative institutional’ copy runs 
in Fortune, Newsweek, Time and 
United States News, and next year 
Dun’s Review will be added. Prod- 
uct advertising runs in Business 
Week, Controller and Nation’s Bus- 
iness, but even these ads use. car- 
toons and the light approach, 
although they actually sell Comp- 
tometer in relation to a particular 
business situation or problem. Once 


ad to remind everyone that Comp- 
tometer is a trade name. And these, 
too, are on the light side. 

The first of the whimsical ads 
was headed, “Uncle Ira is a Screw- 
ball!” and was dominated by a 
full-length portrait of Uncle Ira 
by Bob Riggs, along with some 
short but pungent copy telling 
the sad story of the mathematical 
wizard whose wizardry was lost 
because a gadget called Compto- 
meter could do everything he could 
do, and a lot more besides. 


1,2,3,4,5 


HOW IT STARTED—Felt & Tarrant’s first approach to “informative 
institutional” advertising was embraced in these three ods run in 
Fortune in 1939. For the first time, they showed no picture of 


ee 


SCREWY WITH A PURPOSE—Here are three recent ads for 
Comptometer which indicate the general idea. “Funtiy money” 
, and “The heck it ain’t gonna rain no more” 
It was written by Ed Zern, who! year. The third ad, which ran in 1947, and offered $1,000 to 
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COMPTOMETER 


seems Caekee me wecmemes 


ran earlier this 


the machine, told no testimonial story. Two of them didn’t ey 
carry a trademark slug..They marked a definite break with ¢ 
ventional calculating machine copy. 
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Advertising Age, December € ; 
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anyone who could square a circle, double a cube and triseq 
an angle with only the help of a straightedge and a compa 
stirred up a number of mathematicians, and almost led to 
couple of lawsuits, but not to the payment of the $1,000. 
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GREENSBORO MARKET 


COMPANY 


In the short span of 20 years 
the Triangle Hosiery Co., has 
become one of the Nation's 


leaders in the manufacture of men and boys quality hosiery. 
Producing 20,400,000 pairs annually, they are located in 
High Point just 16 miles from Greensboro. 


ONE-FIFTH* of North Carolina's total retail sales are 

made in the Greensboro 12 County ABC area. Make sure 

you get YOUR share of this sales wealth by concentrating 

promotional activity in the NEWS and RECORD with 
coverage in excess of 64°%,. 


*1948 Sales Management Figures. 
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TRIANGLE HOSIERY 


N. M. Ayers 
President 


| turned out the Comptometer 
whimsy for four years and then de- 
parted for the movies, whereupon 
Dick Nusbaum took over the copy- 
| writing job until he, too, was led 
'to greener Hollywood pastures. 
| (Here, quite obviously, is the an- 


|swer to the burning question: How 


to Make Hollywood Want You Like 
Mad.) Since 1944, the ads have 
been coming from the nimble fing- 
ers of Marcella Schmidt, a young, 
eye-pleasing lady who is associate 
copy director for Ayer, and who 
writes or supervises the writing on 
such other accounts as Cannon 
towels, some AT&T, the Plymouth 
women’s campaign, etc. Before she 
became an Ayer staffer and a Phil- 
adelphia resident in 1941, Miss 
Schmidt resided in Dallas, and 
wrote advertising for that fabulous 
Neiman-Marcus store. 


a Way back in 1940, Ed Zern ex- 
pressed the agency creative man’s 
feelings toward this “perfect” cli- 
ent in a memo he sent to Bill Clark 
in Chicago. 

“At least a dozen people have 
dropped into my cranny to con- 
gratulate me on that Uncle Ira 
job, and on the series as a whole,” 
he wrote. 

“There is a catch, though. These 
peopie are smart. They don’t con- 
gratulate me on having written 
some swell advertising—because 
they know durn well there are a 
baker’s dozen of writers on this 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, luc. 


ing that would be just as good oi 
mebbe better. .. 

“What these people congratulat 
me on, of course, is writing for 
client who actually believes tha 
advertising should be lively, an 
fresh, and original, and distinctive 
—a client who appreciates tha 
‘sell’ in an advertisement doesn 
necessarily mean heavy-handed 
uninspired, save-time-and-mone) 
Formula B-3. 


a “And of course, these guys are 
right. There are too few account 
in any agency where a writer an 
artist can actually take off thei 
coats and pitch into a job wit! 
one thought in mind—‘How can we 
make this an outstanding adver- 
tisement, and get our story across 
in a fresh way?’—and feel that the 
client will at least not kill it be- 
cause of its freshness.” 

When your reporter suggested t 
Dick Drake, Comptometer adver: 
tising manager, that it was deci- 
dedly unusual for agency copy: 
writers to write memos praisiné 
the cooperation of their client: 
Dick added still another touch 
“We're unusual clients, too,” he 
said, “because if we do anything a! 
all to copy, we are much more 
likely to cut something out than to 
suggest an addition.” With son e- 
thing like pride, he reported tl at 
five institutional ads for 1949 had 
been approved that very day »y 
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dvertising Age, December 6, 1948 


Koch, himself and two vice- 


fr 
presidents who sit in on copy coun- 
i:, without a single change in any 
pf -hem. 


elt & Tarrant has been an ad- 
ertiser for almost 60 years; it 
jaced its first ad, in World’s Work, 
n 1889. By 1911 the company had 

schedule in more than 50 maga- 
ines, and invested almost $17,- 
00 in advertising. In the early 
0s it advertised at about a $60,- 

)0-a-year clip, then dropped to a 
yw point of $14,000 in 1933. In 
934, expenditures moved back to 
39,000, and increased steadily 
intil in 1939 the budget hit $119,000 

the first six-figure budget. Last 
ear F&T invested $205,000 in ad- 
vertising, $165,000 of which went 
nto space, with the remainder go- 
ng largely for production, printed 
ales literature, school promotion 
pieces, and miscellaneous. 

But Comptometer has never ex- 
nected its advertising to sell its 
product. The advertising is de- 
igned to reach the influences be- 
ind the man who puts his name 
pn the dotted line, most of whom 
bre not particularly interested in 
he machine’s features. The actual 
elling, the company believes, must 
done by the 200 salesmen who 
erate out of 75 offices in the 
U.S., as well as by the salesmen 
n sume 80 foreign offices. A month 
r so ago Mr. Koch put this con- 
ept into a mailing to the sales 


force which frankly bragged about 


he readership the company’s 
‘crazy” ads are getting, but wound 
p like this: 


“Even the best-rating advertis- 
ng is no substitute for salesman- 
hip—and ours is not intended to 


“Its purpose is purely to create 
n the minds of the largest number 
ff people the impression that the 
‘omptometer is a piece of mecha- 


ERG 


TE RRY horse with the comptometer-mind 


Several years ago, a farmer dis- 
covered that one of his work horses 
could add and subtract numbers up 
to ten, which is considerable smart 
for a horse. 

But the farmer allowed that horses 
were supposed to be plough pullers 
and not cost accountants, so he up 
and soltl the critter to a circus. 

The circus changed the horse's 
name from Dobbin to Terry, and 
billed him as “The horse with the 
comptometer-mind.” In no time at 
all, Terry was a sensation from coast 
to coast. 


case “C.” 


But one day a man with a brief- 
case walked into Terry's stall. He 
looked and spoke official-like. 

He explained that “Comptometer™ 
is a registered trade-mark, owned by 
Felt & Tarrant Manufacturing Co., 
and should be spelled with an upper- 
It is not, he insisted, a 

term. He presented Terry 
with a cease and desist order. 

Terry listened to the man for a 
good while, and then kicked him ears 
over tincups. A little later a riot 
squad arrived and removed Terry 
to the local Bastille. 


Today, Terry is a decrepit old 
plug. If it weren't for the rubber 
situation, he would probably be un- 
employed. Two butchers have 
already looked him over and said 
nix, He hauls a milk wagon, and 
counts milk bottles just for the 
hell of it. 

And he still doesn't understand 
why the word “Comptometer™ can't 
be used by everybody. 

Felt & Tarrant Manufacturing 
Company, 1735 North Paulina Street, 
Chicago, Mlinois, makers of Compt- 
ometer Adding-Calculating Machines. 


ITS A TRADE NAME—Surely one of the most unusual “trademark” warning ads 

of all time was this Comptometer ad run in August, 1943, which makes the point 

that Comptometer is a trademark, not to be assumed by a horse or anyone else. 

Each year the company’s schedule includes one similar trademark ad, always 
in the whimsical style which features all F&T copy. 


nism to be reckoned with. We 
would far rather have every in- 
dividual in the United States rec- 
ognize the term ‘Comptometer’ 
when they see it than have a few 
office managers learn from an ad 
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NASHVILLE... 


THE MONEY TOWN 


OF THE SOUTH 


Tourist 


Expenditures 


Are 


$150,000,000 
Annually 


in Tennessee’ 


NEWSPAPER PRINTING 


*Source: Federal Reserve Bank 


The Nashville Tennessean 
Morning . Sunday 


CORPORATION, AGENT 


Represented by The Branham Company 


of ours how many multiplications 
the machine can perform in an 
hour. 

“If, through our advertising, we 
can make it easier for you to obtain 
an audience from a prospect, we 
feel that advertising has done its 
job. After you get in to see the 
prospect, you are then in a position 
to give him the details of operation, 
and the functions the Comptometer 
can perform, with some chance of 
having him absorb your story. He 
will never take that information 
from a bothersome ad because he 
just doesn’t have to. 

“Advertising can create the set- 
ting, but the principals on the 
stage will still be in person—Mr. 
Salesman and Mr. Purchaser.” 


ws With that concept of advertis- 
ing’s role in mind, F&T naturally 
places a lot of attention on reader- 
ship figures. At the drop of a hat, 
anyone connected with F&T or 
its account will drag out Starch 
ratings by the yard; and no wonder 
—they are exceedingly pleasant to 
contemplate. 

In the same salesmen’s memo 
quoted above, Mr. Koch repro- 
duced the six ads run the first 


| 


half of this year, with their ratings 
and similar ratings for competi- 
tors, who include Burroughs, Mar- 
chant, Monroe, Friden and Clary. 
Said he: 

“Comptometer advertising was 
seen and identified by an average 
of twice as many people as our 
competitors’. Comptometer adver- 
tising was read thoroughly by an 
average of almost four times as 
many people as our competitors’.” 


ws The figures prove it. With the 
average mark for all ads half- 
page or larger in the same issues 
set at 100, Comptometer ads in the 
first six months got seen-associ- 
ated ratings of 158, 101, 84, 111, 
135 and 128; and the same ads 
showed up with “read most” rat- 
ings of 341, 341, 179, 263, 196 and 
209. Not bad for any product; 
pretty nearly phenomenal for a 
calculating machine. 

For 60 years Felt & Tarrant 
Mfg. Co., which did the manufac- 
turing, and Comptometer Co., 
which handled sales, service and 
training, were private, family com- 
panies. In 1946 the companies 
merged, and Felt & Tarrant Mfg. 
Co. became a public company, 
listed on the New York Stock Ex- 
change, with the offering of 251,340 
common shares, at an initial public 
offering price of $24.50 per share. 
The shares were sold by stock- 
holders and their trustees, and did 
not represent new financing for the 
company. 


ws Sales in 1947 hit a record high of 
$9,797,550, and net income was 
$1,403,163. The previous year sales 
totaled $7,678,294, and income was 
$1,310,858. F&T is said to account 
for sales of approximately 50% 
of all key-driven and key-respon- 
sive calculating machines in the 
U. S. Key-driven machines were 
estimated, in 1946, to account for 
approximately 40% of all domestic 
calculating machine business, the 
remaining 60% being in rotary ma- 
chines. Thus Felt & Tarrant prob- 
ably accounts for about 20% of the 
domestic unit sales of calculating 
machines, but for a substantially 
smaller per cent of the dollar sales, 
since rotary machines sell for con- 
siderably higher prices than key- 
driven machines. 

A wholly-owned subsidiary, Felt 
& Tarrant Ltd., conducts operations 
in Canada and the United King- 
dom, while the parent company, 
directly or through agents, oper- 
ates in other foreign countries. It 
currently maintains 147 training 
schools for operators throughout 
the world, and is seriously at- 
tempting to increase its. sales 
coverage by developing salesmen’s 
training schools. It recently gave 
18 salesmen seven weeks of in- 
tensive sales training, and hopes 
to conduct three such schools for 
salesmen next year. 
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25 BANNERS 


@ YOU'LL be amazed at 
how little Richcloth de luxe 
Showroom Banners cost 
even in quantities of 25! 
Your message, design or 
trademark permanently 
impregnated in rich, raised 
cloth lettering on shimmer- 
ing satin background. Per- 
sonalized if desired. Mail 
coupon today for details, 
prices and samples. 


* HANDSOME— 
DISTINCTIVE 


* RAISED CLOTH 
LETTERING 


* LONG-LASTING 
*% EASILY CLEANED 


*& WON'T CRACK 
OR PEEL 


MAIL THIS COUPON TODAY! 


RICHCLOTH BANNERS 
Div. Rosco Mfg. Co. 
443 Central Ave., Rochester 5, N. Y. 


| 
| 
| 
Without , send details, prices and | 
| samples of Richcloth Showroom Banners. | 
| 
| | 
J | 
| 1 
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Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


THE ADVERTISING FIELD 


ADVERTISING PUBLICATIONS, INC. 
~ ‘THE LARGEST PUBLISHING HOUSE SERVING . 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING AND 
INDUSTRIAL MARKET DATA BOOK 
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Never Underestimate the Power of a Woman! 


Nor the Power of the Magazine Women Believe In 


The Journal’s advertising pages are powered by editorial vitality so compelling that, month 


after month, it attracts more women buyers than any other magazine with audited circulation. 
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